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the ONE 


insecticide that 
most people 
call for! 


—that everybody knows 
—kills ALL household insects 


—a year ’round seller—never a dead 
item on the shelf 


—backs every store with greatest con- 
sumer advertising campaign 


—now stocked by most progressive 
hardware stores 


—the winner and leader to standardize 
on for 1928! 


STANCO DISTRIBUTORS, Inc. 
26 Broadway 


From nowhere to Ist place in 
4 years—that is Flit’s record 


© 1928 8.D. Ine. 
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(Concentrate _ 


Business life becomes harder each 
year for the company which spreads 
itself too thin. We see intensive selling, 
limited territories, “high pressure” sales- 
manship on every hand. 

It is no longer a question of whether 
these policies “pay.” The time has 
arrived when they must be followed if 
any measure of commercial success is 
to be achieved. 


Buying, Too— 


Concentration is extending to 
buying. The larger companies 
are one by one giving up the 
impersonal system of bids for 
everything. They are gradu- 
ally establishing a limited num- 
ber of approved sources of supply and 
doing business with them. 

Whyr 

Because such methods pay in dollars 
and cents. They obtain better service, 
better quality, do away with endless 
paper work and red tape, and, surprising 
fact, frequently get more satisfactory 
and stable prices. 


In Tools 


In the buying of taols this tendency is 
becoming quite marked. Because this 


Greenfield Tap and Die 


company sells a large number of lines— 
Screw Plates, Taps, Dies, Reamers, 
Twist Drills, Pipe Tools, Gages—we 
are in a position to notice such trends 
when they first appear. 


Advantages 


Both distributors and consumers are 
concentrating their purchases of tools 
for certain definite reasons. 

Some of them are— 

1. They save on transportation, be- 
cause several parcel post ship- 
ments become one freight ship- 
ment, usually large enough to get 
a transportation allowance. 

. Their accounting departments 
keep accounts with one concern 
instead of several. 

. Their buyers are able to save a lot of 
time. 

. They become important customers of a few 
concerns and can obtain better service and 
better prices than as the unimportant cus- 
tomers of many. 


Other reasons will suggest themselves to 
you as you consider this question. 

We believe that we can readily show 
you why Greenfield Tap and Die Cor- 
poration is an adequate and thoroughly 
satisfactory source of small tool supply 
for you to deal with. 


wpb ds Meadgwailra! 





Corporation, 
Greenfield, Mass. 
I am interested in your advertisement about 
concentrated buying. 
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] 
: New York—15 Warren St. 
' 


GREENFIELD F TAP AND DIE 
CORPORATION 


MASS.,U.S.A. 
Chicago—13 So. Clinton St. 
Detroit—228 Congress Street West 


GREENFIELD. 


Canadian Plant—Greenfield Tap & Die Corporation of Canada, Ltd., Galt, Ontario 
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Ames—Aids to Sales— 








URINAL 


Do you know that it is easier to 
sell an O. AMES shovel at $2.00 
than it is to sell an untried 
brand at $1.25 and wonder if 
the sale will stick? 


ANU AHN 


































Seven Points 


1. THE AMES’ BE a —the perfect 
shovel balance; often copied, never 
duplicated. 


2. Blade of heat-treated alloy steel 
with maximum resistance to wear. 


3. Fine craftsmanship, as details 
of fints h readily prove 


4. — st weight construction 
stent with strength. 


Ss. _ st Bory nate E.- nown, genuine North- 
h, nd gre ae. 


6. All Dee-Handle upplied i 
OLIVER AMES “Split. Dee, 1-D-L, 
Sturd-E, Wright Metal or Wooden 
Dee 


7. Distribute - by nly od foremost 
wholesale and votatl dealer. 





USE THESE IN YOUR 
SALES TALKS 











SHOVELS: SPADES: SCOOPS 


AMES SHOVEL AND TOOL CO. . . . Ames Bldg., Boston 
Owner of Oliver Ames & Sons Corp., North Easton, Mass. Est. 1774 


Black Shovels Cost Less and Wear Longer 


1603 
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6 Chain Specialties 
fs Miscellaneous Chain 


Porch Swing Chains Dog Leads 
Hammock Chains Dog and Kennel Chains 


Sash Chain Plumber and Safety Chain 

Well Chain Lone or ty yy Chain 

Wagon Chains EL-TRA Trace Chains 

Coil Chain, Welded and Weldless 
Harness Chain 
Butt Chains Breast Chains 
Heel Chains Halter Chains, etc. 
Harness Hardware 

Rings, Squares Bits Loops and Dees 

Hame Clips Toggles, etc. 


_WEED CHAINS 


Now is the time of the year to 
feature WEED Chains. Winter 
and snow are here and WEED 
Chains ere the most necessary 
accessory — for safety and trac- 
tion. 

Complete your stock, and re- 
mind customers now that they 
should have a set of WEED 
Chains in their car, in readiness 
for snow and slippery roads. 
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No. 120 Log Chain 


Pulling stumps is a job for a husky chain 
of great strength. Every link of an ACCO 
No. 120 Log Chain is uniform in size and 
shape, electrically welded on automatic ma- 
chines. Every link is tested for strength. 


The many other uses for ACCO No. 120 Log 
Chain make it a fast mover. It can be sold 
to any farmer or industry as a general util- 
ity chain. A slip hook at one end, a grab 
hook at the other end and a malleable swivel 
at the center make it the most useful 
“made up’”’ chain. 


ACCO No. 120 Log Chains come in 
sizes from 14 inch to 5 inch inclu- 
sive, self colored, polished, or blacked. 
Order in your spring supply now. 


AMERICAN CHAIN COMPANY, Inc. 
BRIDGEPORT, CONNECTICUT 


District Sales Offices: 
Boston Chicago New York Philadelphia Pittsburgh San Francisco 
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POULTRY NETTING 


Galvanized Before and Galvanized c4fter Weaving? 


Seni aed PLL LL AL LL LD AMO LO LOLOL LI AL AE” LASALLE ELL LIL A LI” aa 
BLL LEGGE, NEGLI ELLEN LEO ELE I ETI RII NORGE LES OLLI 


Light 
and 
Dark 
Finish 


JOGasliet 


Crashes eee — 


GRADE (12x 
= 13 mesh) and 
} 14, 16, 18, 20, 
T 24 and 30 
m= mesh, also 
im EXTRA 
m HEAVY 

GRADE (14 

Mesh only) 


mms |. > 


In cAll Grades 


err for the tag, carrying our name, at the end of every roll! 


The Gilbert & Bennett Mfg. Co. 


Established 1818—America’s Oldest Woven Wire Factory 


Manufacturers of 


WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and Gauges 


New York City Georgetown, Conn. Chicago Kansas City 
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This Display 
Stand Will Help 
You Sell More 
Osborn Brushes 


3 You 7] Find a Hundréd Uses 
or These Brushes in Your Home ™ 


HE OD EE EE OE 08 Oe Oe 8 8 tt oir 


od { 


ik 


Te i 
fi ies 


Here is a display stand that 
lends itself equally well to 
counter use or as a window 
trim. You will be proud to use 
it, because of its bright, attrac- 
a ee che. tive appearance and proven 

ft bs ee value as a silent salesman. 

x2 ba} 4 





It is solidly constructed of 


baal = | ee: “By gs y 


iM 
} 


“d 
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Ser acy Corvenient 
NAS DEY Bp Hoo Use 


tS ROSSER LT Bee 8 ae re inna OE RC WEE OE EE A Oe RL 


metal, lithographed in four 
colors, and so arranged that 
the brushes may be removed 
easily for close inspection. 


The house-to-house canvasser, 





a ee 





who works your neighborhood 
with his line of brushes, has to fight for the mere 
opportunity of showing his wares, but the people 
who come to your store enter in a buying mood,and 
have the time and inclination to look at your display 
of Osborn Household and Personal Use Brushes. 


If you already have an Osborn Display Stand, be 


sure to keep it constantly at work for you. If you 





Osborn Blue Handle 
Household and Per- 
sonal Use Brushes 


Wall Brush 
Floor Mop 
Clothes Brush 
Skirt Brush 


stock Osborn Blue Handle Brushes, and are not 
equipped with an Osborn Display Stand, write us 
and we will send one free. 


WE OSBORN MANUFACTURING COMPANY 


5401 Hamilton Avenue Cleveland, Ohio 
Branch Offices 


New York Detroit Chicago 
San Francisco Los Angeles 


Sanitary Brush 
Vegetable Brush 
Bottle Brush 

Dust Pan Brush 
Percolator Brush 
Pan Greaser Brush 
Split Duster 
Radiator Brush 
Bath Brush 

Nail Brush 

Dish Mop 
Refrigerator Brush 














MAKERS OF QUALITY BRUSHES 


slehiaiiclinmasitiemeeidanediaeen 


SIN CE 1892 
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actual comparison. ~ Send today for this 


miniature sample roll! 


Wire Company, Dept. HA, Muncie, Indiana. See for 
yourself why U. S. Poultry Fence is setting new rec- 
ords od sales and profits wherever poultry netting 
is used! 





U. S. Poultry Fence 
(PATENTED) 


US. 


“She Netting That 


Sample Roll 


of the 
Original 
Ser Atette NE 

Poultry Netting 


R ge! The surest way to convince yourself of 
the merits of 








U. S. Poultry Fence is by 
Address, Indiana Steel & 


“Tl would rather sell one roll of U. S. Poultry Fence than five rolls 
of any other for when I sell one roll of U. S. it sells more for me.’’ 


There, in a dealer’s own words, is the story of the tremendous 
repeating sales power of U. S. Poultry Fence. It is the story of the 
buying public’s preference for this superior netting; the story of in- 
creased sales and profits for the dealer. 


U.S. Poultry Fence, designed like farm fence, requires no top rail, no base- 
board. It stretches straight and true from post to post without bagging or 
sagging. The tighter you stretch it the better it is. 


U S. Poultry Fence costs no more than ordinary netting. Yet, because of 
its exclusive advantages, it often commands a better re-sale price and earns for 
you a wider margin of profit. 


If you are not already getting your share of the increasing U. S. Poultry 
Fence business, start now! Be sure to specify U. S. Poultry Fence—not just 
“poultry netting’—for only in U. S§. can you obtain the outstanding features 
demanded by poultry raisers everywhere. 


Indiana Steel & Wire Company 
Dept. HA Muncie, Indiana 
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Making the File User 
“Clock. Conscious” 


By Teaching Him That 
NICHOLSON FILES 


Save Time! 








Minutes can neither be bought 


A man can buy almost anything 
except time without paying for it. 
nor sold on the installment plan. 


OL 
Sex 
USA. A File For Every Purpose 


(TRADE MARK) 
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UR 1928 CAMPAIGN 


will make the file user conscious of the value 
of a minute saved in his work. It will also 
make him realize that NICHOLSON Files can save him 
many minutes because of their ability to cut rapidly. 


This year, as during the past six years, every class of 
file user is reached, the publications used including 
National Magazines, Newspapers, Farm, Trade and 
Technical Press. 


It is a new note in file advertising —and like all 


new selling ideas, will produce good business—for 
hardware dealers who sell NICHOLSON Files. 


NICHOLSON FILE COMPANY 
PROVIDENCE, R. I. 
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PYREX 
Pie Plates 


While they last 





" Bake ana 8 
in the Sarhe dich 


pes 


PTREX OVENWare 








Build your displays around the Special Offer. But be sure 
to include many of the regularly-priced PYREX items. A 
small quantity of additional material to suggest the kitchen 
setting will give your displays strong appeal to housewives 










Your Sales Promotion Work 





will bring Quick Returns 





Good window displays, counter displays 
and advertisements in your local papers 
will bring quick response from house- 
wives in your neighborhood. Women 
will be eager to buy this standard 90c 
PYREX item at the attractive price 
of 59c. 


Give this Special your whoie-hearted 
backing—it will repay you with its own 
quick turn-over, and, in addition, will 
multiply your regular PYREX oven- 
ware sales. 













Prominent counter displays will 

make added sales to many cus- 

tomers shopping for other mer- 

chandise. Full-color cherry pie 

inserts will be supplied on 
request 
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90c PYREX Pie Plates at 59¢ 


A chain store price in your own store! 


I pas a powerful new way to 
get more sales of your regular 
PYREX items! 


Women will flock to buy standard 
PYREX Pie Plates at Jess than 
two-thirds of the usual cost. And 
their stimulated interest in these 
Specials will lead to strong sales of 
all your regular PYREX items. 


How to Order the Special— 


Every dollar’s worth of regularly 
priced PYREX ovenware that you 
order now for “at once” shipment 
gives you the privilege of ordering 


&) 


T. M. Reg. U. S. Pat. Off. 


PYREX SALEs DIVISION 


offer to stimulate sales 


YREX Ware Line 


T. M. Reg. U.S Pat. Off. 


one standard No. 209 PYREX Pie 


Plate at 43c net. (64c from Canadian 


Jobbers.) Example: A $100. order 
of regularly priced PYREX Oven- 
ware entitles you to any quantity 
up to 100 of the Specials at 43c each. 


Orders for the Specials, accompanied by 
your order for regularly-priced PYREX 
ovenware, may be sent to your jobber or 
direct to the Factory. 

Display cards that do a real selling job 
are enclosed in each shipping case of 24 
Specials. Matrices for newspap2r adver- 
tising will be supplied on request mailed 
to the Factory. 

The Special Offer closes February 29, 
1928. Order now and get the full bene- 
fit of this big sales builder. 


CORNING GLASS WORKS 


Corning, N. Y. 
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The most complete line 
—simplifies buying 





STANLEY PLAN No. 16 
How to make an 
‘ Ta 











































STANLEY PLAN No, t7 


How to make a 


STAMLEY PLAN No. 1 









How to make a 
Kitchen Cabinet 


























What the Stanley plan service 





will do for you 


working accessories. Feature this ser- 
vice. It will attract new customers 
who now use tools only occasionally. 
It will build new business that grows! 





We not only make tools but we 
now offer you a way to sell more of 
them. Last year hardware dealers 
sold thousands of Stanley Plans and 







Books. Every purchaser of a Stanley 
Plan or Book becomes a prospect for 
a multitude of items that you carry 
—tools, hardware, paint and wood- 


There is not enough room here to 
describe this Stanley Plan and Book 
service in detail, but we will be glad 
to send you full particulars. 





THE STANLEY RULE & LEVEL PLANT, New Britain, Conn. 


New York Chicago San Francisco Los Angeles Seattle 


STANLEY TOOLS 
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BETHLEHEM STEEL COMPANY, General Offices: 











he name Bethlehem will 
add to your profits 


BETHLEHEM 
WIRE 
PRODUCTS 




















HE name “Bethlehem” is universally known and 

respected for the excellence of the products and 
service for which it stands. The name carries with it 
certain trade prestige that has proved of value to all 
who have sold Bethlehem products. 


In the case of Wire and Wire Products, Bethlehem 
offers to jobbers and dealers a complete line, made in 
one grade—one quality. The quality of these prod- 
ucts is such that they can be recommended with con- 
fidence and sold without fear or dissatisfaction. 


Bethlehem Wire Mills are advantageously located to 
serve all markets, and to render the kind of service 


that is pleasing to a customer. 


Bethlehem Products are widely advertised to both 
dealer and consumer. Our reputation, our advertis- 
ing and our service will add to your profits. 


Other Wire Products 
Nails of all kinds, Staples, Cambria Fence, Barb- 
less Twisted and Barbed Wire, Processed Wire, 
Bright and Galvanized Wire, and Wire Rods to 
standard or special analysis. 


District Offices: 
New York Boston Philadelphia Baltimore Washington Atlanta Pittsburgh Buffalo 
Cleveland Detroit Cincinnati Chicago St. Louis San Francisco Seattle Los Angeles Portland 


Bethlehem Steel Export Corporation, 25 Broadway, New York City, Sole Exporter 
oy our Commercial Products 


Bethlehem, Pa. 


| BETHLEHEM 








SPREE Sha eaentnreecnesnmnnmnernesrmremnene: 


ET me PN 
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The No-Crank way of freezing 
... that every housewife welcomes 


Auto 
Vacuum 
Ice Cream 
freezer 





Easy to freeze—and easy to sell 





DISPLAY the Auto Vacuum 
Freezer at the new 1928 prices. 
The demand that has always 
existed for this modern, work- 
less freezer will be larger than 
ever—because it’s a real value 
and your customers realize it. 
The Auto Vacuum is known 
and accepted by every up-to- 
date housewife. 


2 quarts ...... 4.00 


Backing up this nationally- 
popular household necessity is 
a new organization whose 
policy is to give the trade every 
possible co-operation. 


These new list prices give you 
a good profit on a small invest- 
ment: 


3 quarts ......$5.00 
4 quarts ...... 6.00 


Order from your jobber 


“Ata Vacuum 


FREEZER COMPANY 


Dept. B-8, Winchendon, Mass. 
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You can assure your customers that if “it’s a 
PEXTO” you have sold them a tool that is of 
highest quality, fully guaranteed as to work- 
manship and material and a tool that is de- 
signed to do properly the work for which it is 


The PEXTO line covers a great variety of 
Mechanics Hand Tools, and if you do not have 
our No. 26T Catalog on your desk or in your file 
we would be glad to furnish you with one. 


The Peck, Stow & Wilcox Company 
Southington, Conn., U. S. A. 


WA Worth While Tools 
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No.8010D 


sree Pliers 
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Screw 
Driver 
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This Permanent Steel 


Shelving saves space 
and costs no morethanwood 


HE space-saving construction of GF 

Allsteel Shelving increases storage 
capacity from 10 to 20 percent over old 
fashioned wood shelving. 


GF Allsteel Shelving does not depreciate. 
Whether you use it in one, or a thousand 
places, the same rugged strength of GF 
construction endures. The rigid steel 
shelves are bolted to a heavy steel frame- 
work, never sag, never totter. The baked- 
on olive enamel never chips or cracks. 


There simply isn’t any reason for building 
wooden shelving when you get all these 
advantages in GF Allsteel Shelving, and 
the cost is no more. Mail the coupon for 
booklet “Saving with Shelving.” 


TH e Guemat. FIREPROOFING COMPANY 
gst » Ohio; C. dian Plant: Toronto, Ont. 
Branches and dealers in all principal cities 


The GF Allsteel Line: Sates - — Cabinets - Sectional 
Cases - Desks + Tables helving - Transfer 








Cases - Storage Cabinets + D Files - Supp 
Inventories are easier with 











SHELVING 


==. Attach this coupon to your firm letterhead “| 
THE GENERAL FIREPROOFING CO., Youngstown, Ohio fH. A.) 


Please send me without obligation a copy of your book “‘Saving with Shelving.” 
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—GRIPS LIKE A PISTOL 








No. 41 — DREAD- 


NAUGHT, the finest 
general utility torch 
on the market! 


..easily, comfortably 


and can be used for 
hours without fatigue! 


HE practical angle handle, found 

only on Wail DREAD- 
NAUGHTS, makes this possible. 
Yet this is only one of many exclu- 
sive features that makes DREAD- 
NAUGHTS the super value today 
among torches. 


They Are Safe 


Seamless steel tank with bottom and only 
three connections brazed in with hard brass 
makes DREADNAUGHTS positively fire 
and explosion proof. Double check valve 
on pump. 


They Operate in Windy Zero 
W eather 


The heat retaining casting and wind shield 
guarantee continuous satisfactory operation 
to the last drop of fuel under most severe 
conditions. An “outside” torch. 


They are Dependable and Long 
Lasting 


Here’s a torch you can fill and pump and 
know it is going to deliver a hotter flame, 
when and where you want it. Needle cleans 
burner orifice of the New No. 41 at every 

/ operation. A torch for every purpose and 
guaranteed to give satisfaction. 


Your jobber has them or can get them for you 


P. WALL MFG. SUPPLY CO. 


3126-66 Preble Avenue - Pittsburgh, Pa. 
Since 1864 


DREADNAUGHT 


SERVICE WITH SAFETY 


BLOW TORCHES 


and FURNACES 


ee 











To Save Time, Write to Nearest Representative 


New York: E. H. Brinkman, 30 Church St., Room 446, 
Philadelphia: Wm. H. Patton & Associates, 2401 Chestnut St. 
Boston: Walter C. Gindele, 241 Purchase Street. 
Chicago: Henry Tideman, 624, 630 West Adams Street. 
Cincinnati: L. W. Stewart Sales Co., 327 Dixie Terminal. 
St. Louis: Hubbell and Sharp, 1712-14 Chestnut Street. 
San Francisco: W. R. Voorhees & Co., 417 Market Street. 
Waynesville, N. C.; R. N. Barber & Company. 
































Here, at last, is something new—something different 
—something BETTER in the skate industry. Not 

just “another roller skate” but a radical change from the skates 
now on the market, with new points of superiority—new angles 
of selling value-—-new features of juvenile appeal—an abun- 
dance of dealer helps, including three color counter and win- 
dow card which displays the actual skate. 


Heavy-duty ALL STEEL FULL BALLOON WHEEL is the 
strongest, longest-running skate wheel made; protected SPRING 
action vastly superior to the old, age-hardening rubber cushions; 
patented wheel lock makes possible the guarantee to replace 
four wheels if one should split; increased metal thickness 
throughout; patented channel truss construction. 


Let us tell you more about this better skate that LOOKS the 
part! 


KOKOMO STAMPED METAL CO., KOKOMO, IND. 


Eastern Representatives: D. G. BALDWIN COMPANY, 41 Murray St., New York 


City; The Bour-e, Philadelphia. 
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ALL STEEL 
BALLOON 
WHEELS 


OR BALLOON RUBBER 
TIRES 

















Allith-Prout 








“TEN-EIGHTY” Garage Door Hardware 


—a product of ALLITH artists who, with twenty-five years’ 
experience, know that design must command attention and 
create sales. 

—a product of ALLITH chemists 
who know that inside quality 
must match outside appearance. 
—a product of ALLITH tradi- 
tions that make it necessary to 
build complete, from pig iron to 
package—cast, anneal, assemble 
and pack—in one organization. 

ALLITH ‘“‘Ten-Eighty” is easy 













to install on either new or old doors; brackets and hangers 
have positive locking vertical and lateral adjustments. 

The hanger apron and frame are made of “Certified Malle- 
able’ and the brackets supporting the track are built to 
carry extra heavy doors. 

Roller bearing wheels, ball bearing swivels and vertical side 
rollers reduce friction and wear to a minimum and insure 
long life. 

The A-P Catalog describes a full line of door hangers and 
equipment. Send for it now and let it help you solve your 


ALLITH- 
PROUTY 
Company 


Danville, 
Illinois 


Garage Door Hardware 
Rolling Ladders 
Spring Hinges 

Door Hangers 

Fire Door Hardware 
Overhead Carriers 


Manufacturers of the 
Finest Line of Garage 
Door Hardware. 
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Sell Them 
by the set 





Sets of 9, 11, 17 bits are fur- 
nished in compact cases for 
the convenience of the user. 


It isn’t bard. Every mechanic needs the entire set in his work, and it 
resolves itself to a question of selling him once or seventeen times. Bring 
out the value of the case, its use in keeping the bits in order and near at 
hand, preventing loss, etc. Try it. 

Forstner Bits are the only bits that are not dependent on a center or a 
level to guide them. They cut from the outer rim. The entire surface is 
at work all the time; no jagged ends; every part of the work is smooth and 
polished. They bore their way through hard, knotty, cross grained wood, 
leaving a smooth hole and clean, polished surface. 

Let us send you catalogues. Order through your jobber or direct. 





The Progressive Manufacturing Co. 
TORRINGTON, CONN., U. S. A. 





AN op) Less 


Sell More 


What’s the use of carrying a lot of 
sizes and styles of Tacks that are 
unnecessary ? 


In the ATLAS line of Tacks no 
difference in sizes of less than 
1/16” are necessary. 


And only styles that have proved 
salable are manufactured. 


These facts enable dealers to carry 
less stock, and sell more; because 
ATLAS quality is always in de- 
mand, and full count and weight 
are guaranteed every customer. 


Send for Complete Catalog 








ATLAS TACK CORPORATION 
Fairhaven, Mass., and St. Louis, Mo. 


The largest and oldest manufacturers of Tacks and Small 
Nails in the wo 


Established in 1810 








Superior Brand 
Hardware Cloth is a 
quality product, yet it 
costs no more. You 
may be sure that 
every roll will meet 
the most exacting re- 
quirements of your 
trade. 


Standard size wire. 
Evenmesh. Free 
from bags or bulges. 
Straight selvage. 
Heavily galvanized. 


G. F. Wricut STEEL 
& Wire Co. 


Worcester, Mass. 


Re ee 
UPERIO 





COES “#7 


What a satisfaction it is to have an 
item that sells quick . . . on sheer 
merit . . . without apologies or ex- 
planations . . . and stays sold . 
and helps sell other items. 
Witness this sale of a Coes 
Wrench :— 
4 
Customer—“A wrench please.” 
Dealer—“Here’s a genuine 
‘Coes.’ ” 


Customer—“Perhaps it’s too high 
priced?” 

Dealer—“No . you'll never 
need another wrench.” 

Another sale! Another friend for 

the store! 


Bac Order Through 
es, ey Your Jobber 


n eta/O} 


COES WRENCH CO. 


“In Business Since 1841” 


Worcester Mass. 


SELLING AGENTS 
J. C. McCARTY & CO 253 Broadway, New York 
113 Chambers Street, New York 
JOHN H. GRAHAM & CO. en .61 Shoe Lane, London, E. C. 


FENWICK FRERES 8 Rue de Rocroy, Paris, France 
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SARGENT 
Aocks & Hardware 
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Door closer No. 520, page 408 
of catalog. Of cast iron, gold 
bronzed. For screen doors and 
light inside doors, and can be 
applied on outside of screen 
door or between an inner and 
outer door where the space is 
314 inches or more. It is easy 
to apply and to regulate, and 
is suitable for either right or 
left hand doors without chang- 
ing any of the parts. All work- 
ing parts are enclosed. Packed 
with template and directions. 
One in a box. Twenty-five in 
acase. Weight per box, 4% Ibs. 











Open the door to more profits 
with this Sargent door closer 


SOON the screen door season will be here. You can prepare now to make it 
a profitable season. The Sargent “520” door closer, for light inside or outside 
doors, is an item that will help you enter sales on the profit side of your 
ledger. Low-priced, convenient, a sure help in keeping summer doors closed 
and flies outside, compact, and made with the same skill and care with which 
Sargent & Company make their larger door closers, it is an item that has a 
great selling appeal. 

Sargent & Company have backed it in their national advertising, too. It is 
a closer that will sell the year round, for many different jobs. In office build- 
ings as well as homes, in schools—wherever there is a light door to be kept 
closed—Sargent “520” should be used. It is an all-year selling proposition. 
Stock it now. Put it on display. Write us for details and further information. 


SARGENT & COMPANY, New Haven, Connecticut 
New York: 94 Centre Street Chicago: 150 N. Wacker Drive (at Randolph) 
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ATKINS 4 


S OrEEL SAW See 
Pruning and Pruning Saws 


Success in pruning can be greatly 
aided by selling the workman the 
right saws—ATKINS. 


Atkins Pruning Saws are 
adapted to the purpose. They 
are made the proper shape, 
so as to be available for 
use in cramped places— 

and the correct balance 

so as to make the saw 

easy to handle— 

both of these are 
important facts 

to consider 

when order- 


POPULAR PATTERNS 
ef Atkins Pruning Saws 


Atkins No. A. A popular saw for heavy work 


a ae 


Atkins No. 7 Tapered 


PLACE YOUR ORDER PROMPTLY 


You will not make a mistake by ordering Atkins Pruning Saws. Send to us for copy 
of our book “Pruning Pays."’ Give us the names of those who use Pruning Saws in 
your locality and we will send one of these books with your imprint thereon to each 


prospect. Address nearest point below. 


E. C. ATKINS & COMPANY 


Established 1857 THE SILVER STEEL SAW PEOPLE 


Machine Knife Factory: HOME OFFICE and FACTORY: Canadian Factory: 

Lancaster, N. Y. Indianapolis, Ind. Hamilton, Ont. 
BRANCH HOUSES 

Atlanta Memphis New Orleans Portland 


hi Minneapolis New York San Francisco 
= Vancouver, B. C. Paris, France 

















Atkins No. 10 Tapered 


Seattle 
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Co tents Coming Issues 
of Hardware Age 

Beod@e Winds, by [lew S. Soule... 2.2... ccc ec cecneees 23 pee 
EXT week another paint 
section of HARDWARE AGE 

A * . i 7 ® , 2 : : 
Everybody’s Business, by Floyd W. Parsons.............. 4 will appear. It will be well 
worth the attention of every 
Let Nine Hardware Merchants Tell You, by K. M. Hartman. 25 reader. 

The February 2nd issue of 
ee a 29 HARDWARE’ AGE will be the 
Spring Buying number. It 
; : : will be a veritable text book of 
More About Fixing Things, by Saunders Norvell......... 34 information for the hardware 
merchant. Every branch of the 
36 business will be treated in illu- 


minating articles. 

Watch for the Color in the 
Home issue to appear on Febru- 
ary 9th. 





Current News of the Trade...................... ; 38 
Read What They Say 
. A : 
reds PRIDE (IES pide «oo ca02} cine nee cw oes 41 bout Us: 
Kindly renew my subscription to 
P : s HaARQWARE AGE. : 
Coming Hardware Conventions.................+++-. 56 Failing to receive Saunders Nor- 
vell’s articles for more than a month 
= e makes me realise that his writings 
ee Se ee SO aoc cce pieces see. k clrewsis ss 58 have. become a very important part 
of my weekly reading. 
' Cordially, 
-ChYYO (Signed) L. P. McGorr, 





Branch Office Representatives of Hardware Age 


EDITORIAL 
CINCINNATI: BURNHAM FINNEY 
408 Union Central Bldg. 
Boston: GERARD FRAZAR 
425 Park Sq. Bldg. 
MINNEAPOLIS: F. S. SMITH 
4216 Bryant Ave. 8. 
WASHINGTON: L. W. Morretr 
536 Investment Bldg. 


Cuicaco: D. M. ANDREWS 
1507 Otis Bldg. 
PHILADELPHIA: James M. ROSE 
1402 Widener Bldg. 
PITTSBURGH: G. TEGAN 
1002 Park Bldg. 
CLEVELAND: F. L, PRENTISS 
1362 Hanna Bldg. 
ADVERTISING 


PHILADELPHIA: Haroip G. 
1402 Widener Bldg. 
York: P. J. Cosarave 
239 W. 39th St. 

Boston: CHauncey F. ENGLISH 

425 Park Sq. Bldg. 

SUBSCRIPTION Pricy—United States, its possessions, Canada, Mexico, Central America, 
South America, Spain, and its colonies. 1 year, $3.00; 2 years, $4.00. Foreign coun- 
tries, not taking domestic rates, 1 year, $6.00. Single copies, 25c. each. Subscription 
remittance should be made by Check, Post Office Money Order, Express Money Order 
or Bank Draft, payable to HARDWARE AGE, New York. 


Cuicaco: R. R. CRONKHITE BLoDGETT 


1507 Otis Bldg. 
CLEVELAND: WILL J. FEDDERY 
1362 Hanna Bldg. 


NEw 


Member of the Audit Bureau of Circulations 
Member of the Associated Business Papers 


Boston, Mass. 


Merry Christmas; you bet we 
want the HARDWARE AGE and thank 
you for sending it on to us. 

Enclosed is our check 
years good to May 1929. 

Yours truly, 
Lyon & Son, 
Durant, Miss. 
R. Roy Lyon. 


for two 


(Signed) Per: 


Last year we purchased a binder 
and inventory sheets from you. We 
found these the most satisfactory in- 
ventory record we have had, both 
for record purposes and permanency. 

Yours very truly, 
SrecEL HarpwaArE CoMPANY, 
JT/ED Duluth, Minn. 
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MONG the several lines which form the backbone of the hardware 
business, hinges still hold their place—just plain hinges. But the 
plainest of hinges may still be exceptional hinges—and McKinney 
not only makes good plain hinges, but hinges which rank as 
Aristocrats of their line . . . Ball, button or steeple tip; anti- 
friction, roller bearing, roller pin, friction control; two-score different fin- 
ishes; they all bear the Mark of McKinney Craftsmanship ... Ask the 
man in the street who makes hinges and the chances are he will say 
“McKinney”. He knows the name because he has seen it so consistently 
advertised. A feeling for McKinney workmanship and quality has been es- 
tablished in his mind. With this as a background, sales become easier and repu- 
tations are more quickly made. McKinney Mfg.Co., Pittsburgh, Pa. Branches: 
New York, Boston, Baltimore, Chicago, San Francisco, Montreal, Toronto. 
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TRADE WINDS 


By Llew S. Soule 








YOUR CONVENTION 


Is It a Liability or an Asset ? 


HE convention season is once more in the 

offing, and again there will be those who will 

say: “I’m not going this year. I can’t afford 
it. It takes too much time away from my business, 
and costs too much money.” 

They believe that they are stating facts; that their 
staying away will be a logical matter of economy. 
Are they right? Let’s see. 

To begin with, is it logical to put the cost in- 
cident to attending a convention in the category of 
expense? To be sure it can be an expense. In the 
case of some merchants who have quit going it un- 
doubtedly has been. To the great majority, how- 
ever, the money spent in attending conventions is 
a profitable investment paying regular dividends. 
Whether or not it is an investment in your case, 
depends upon your attitude while at the convention, 
and what you do afterward to convert knowledge 
gained there into tangible profits. 

The convention period is the logical time for get- 
ting up to date on matters concerning your business, 
a time when you are privileged to gather at first 
hand the best of ideas, the clearest of thoughts and 
the fruits of experience from progressive men who 
face the same problems that confront you; a time 
to acquire the enthusiasm of successful men, and to 
broaden your own viewpoint by adding to it the 
viewpoints of others. This is an age of coopera- 
tion, and chances are all against the fellow who re- 
gards merchandising as a one-man job. 

Then there are the friendships which come from 
close personal contact; friendships of men in your 
own line of business on whom you can call for 
advice and assistance when needed. From the stand- 
point of friendships alone, conventions are assets. 

The big value of conventions does not live in the 
head-liners—the men of national prominence who 


deliver addresses. They give to you the broader 
viewpoint, the trends of the time, the basis of, and 
the reasons for various things important to the trade. 
But—it ‘is from your fellow merchants, in private 
interviews, or question box sessions, that the small 
but vastly important and practical pointers on every 
day store life are obtained. What an opportunity 
it is to have men like Hamp Williams, Russ Atkin- 
son, George Gray, Hobart Beatty, Bill Pettee, Arthur 
Lamson, Hugh Ross, George Schroeder, Hugh Mc- 
Knight, Ed Healey and others of their type ex- 
plain to you the things they have done successfully 
in their own stores. Could you place a value on the 
hundreds of proved plans given free to convention 
audiences? We doubt it. 

As to the man who cannot find time to attend 
conventions, we have only this to say: When your 
business is in such shape that you cannot leave 
for even a few days, it is in a bad way. You, above 
all others, need the things a convention can give 
you, and you are only cheating yourself by staying 
away. 

Business today demands the best that the hard- 
ware merchant can put into it. Your customers are 
watching you as they never watched you before; 
comparing you with the competition you face. You 
need new ideas, new plans, up-to-the-minute sys- 
tems. But you will never attain the maximum in 
that regard by staying away from the forum where 
thousand-dollar ideas of men who know are being 
passed out gratis. 

If you attend your hardware convention this year 
and put into practice just one per cent of the prac- 
tical information you obtain there, you will be well 
ahead of the game. You can, with a clear con- 
science, charge the cost to investment. 
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EVERYBODY’S BUSINESS 


By Floyd W. Parsons 


Over the Horizon 


HAT a lot of questions the next few months 

will answer! We will know more about the value 

of the plan of installment selling. That new 
institution known as the investment trust, which operates 
in the stock market with hundreds of millions of dollars 
of the public’s money will probably have been subjected 
to a real test. Perhaps it will be disclosed just what 
economic forces have been powerful enough to advance 
the prices of stocks in a period of business hesitancy, 
reduced car-loadings, increasing exports of gold and cur- 
tailed industrial profits. 

Presidential years have nearly always been times of 
uncertainty. Many believe 
that 1928 will be an exception, 
for radicalism has been de- 
throned and there is little dif- 
ference in the platforms of 
the two political parties. Dan- 
gerous doctrines were never 
more scarce. At no time in 
the past has the labor situa- 
tion exhibited such extreme 
tranquillity. Employers them- 
selves are leaders in the fight 
to prevent wage reductions. 

Folks who have become ac- 
customed to thinking of life 
and business as more or less 
a continual struggle with op- 
posing forces are wondering 
what it is all about. They are 
looking with amazement at the 
operations of the new genera- 
tion and asking if it is possible 
that brains and caution have 
ceased to be requisites in the 
attainment of success. Brokers 
have had to fit up special 





The speed of change in the United States is beyond 
comprehension. It was not so very long ago when engi- 
neers reporting to the Massachusetts Legislature about 
a proposed railroad line from Boston to the Hudson 
River, stated that the easiest and most convenient speed 
of traveling would average about three miles an hour, 
making it possible to accomplish the journey of 200 miles 
in four days. Now if a man could carry 100 pounds at 
a load, it would take him three days to transport for one 
mile the same weight that a hundred different railroads 
haul for less than a cent. 

Old barriers are being broken down. Grover Cleve- 
land said, “Sensible and re- 
sponsible women do not want 
to vote.” Now in the United 
States the total of women in 
industry has reached the nine 
million mark. The Census 
shows only thirty-five occupa- 
tions that include no women. 
How different from 1904 when 
an organization was formed in 
New York City to give moral 
support to those ladies who 
wished to wear the “rainy-day 
skirt,” which in its shortest 
form, reached the shoe-tops. 

Of course, ours is a land of 
mushroom people without a 
history. Our hastily con- 
structed machine civilization 
has many deficiencies. We are 
embarrassed by the easy self- 
possession of the foreigner and 

.do not know how to spend our 
leisure hours as gracefully as 
he does. It is the financial 
consideration that prompts 





rooms for the ladies who spec- 
ulate. When I go to my bank 
and look over at the corner 
where the ticker is clicking off stock prices, I see more 
women than men running the tape through their fingers. 
Almost everyone, from the boarding-house keeper to the 
elevator man, seems to be playing a tip. 

In the old days such a condition would have been re- 
garded as a warning of danger ahead. But the average 
person at present seems to be entirely free of suspicion. 
Perhaps this attitude is partly justified, for it is possible 
we are commencing to cash in on the pioneering work of 
our forefathers. A new country is like a new business— 
it takes a lot of toil and worry to establish operations on 
a paying basis. 

Out in Butler County, Kansas, recently, they conducted 
a traffic count on one of their main highways. In sixteen 
hovrs 3262 motor vehicles passed, but not a single horse 
or mule. Where else except in the United States could 
one find such evidence of mechanical progress ? 


New York 





nearly all that we do. 

But we have succeeded in 
moving the center of civiliza- 
tion on westward to a new Continent. Instead of devot- 
ing ourselves to the mysteries of life, we concentrate on 
making a good job of the everyday business in hand. 
We are insisting that our colleges be equipped to qualify 
students to follow any pursuit from manufacturing gas 
to raising hogs. Already if a fellow desires to follow 
real estate as a vocation, he can take a course in this 
subject in any one of eight large universities. Our aim 
is to create a nation of experts. 

For the first time in history the workman is building 
his own civilization, and such a movement is so highly 
rational that it needs no apology. We are witnessing the 


of Yesterday 


passing of our exclusive aristocracy as is evidenced by 
the fact that the Social Register Association has dis- 
continued the publication of its volumes for eleven cities 
becat'se the people of these communities were not inter- 
ested in being listed. 


(Continued on page 60) 


























HARDWARE AGE for JANUARY 19, 1928 25 








This compelling window display was used by Duncan and Goodell, Worcester, Mass. 


Let Nine Hardware Merchants Tell You 


How they built business in Tools, Paint, Glue, Etc. 
By K. M. Hartman 


Stanley Rule & Level Plant 


N my last article, which appeared in the December 1st 
issue of HARDWARE AGE, it was suggested that spe- 
cial thought be given to the merchandising of tools. 

This suggestion was made in view of the fact that tools 
are essentially hardware items, yielding a good profit and 
having an exceptionally wide appeal to hardware cus- 
tomers. 

To my mind there are exceptional possibilities at this 
time in a campaign by the hardware merchant, embracing 
the use of tools by the amateur. Such a campaign would, 
of course, include the various lines of merchandise which 
ally themselves with a creative program, such as paints 
and lacquers, brushes, abrasives, sharpening stones, 
plans, books on woodworking, etc. 

Such a campaign, including window and newspaper 
advertising, interior displays, etc., is worthy of consid- 
erable thought from several angles. It would connect 
the hardware merchant's store definitely in the minds of 
the customers, with tools and accessories. It would give 
an impetus to creative work, and thereby encourage 
sales ; it would undoubtedly bring in new customers, and 
it would have a very beneficial effect in advertising the 
progressiveness of the merchant. Bear in mind that there 
is today a large group of amaterr craftsmen who are very 
much interested in working with wood, and that there are 
a great many others who can easily be influenced along 
the same line through the right kind of effort. 

Since the former article appeared quite a few pro- 
gressive hardware firms have tried out the things sug- 
gested, and in some cases have enlarged upon the plan. 

I am therefore going to let nine such merchants tell 
you by word and illustration what they have done, and 


how it has benefited their respective businesses. Since 
talking with these merchants I have combined the various 
points which they brought up as especially worth while, 
into a composite plan, which seems quite comprehensive. 
Therefore any hardware merchant who wishes to try 
what these nine have already tried, can, from this com- 
posite plan, know all the important merchandising points, 
as I saw them in use.in the nine hardware stores. 

1. Set aside a definite period, not less than a week, 
during which time the public may be informed as to what 
it is all about. 

2. Arrange with manual training or vocational schools 
to make several of the items outlined in the plans you are 
featuring. The nine dealers suggest such items as book 
stands, end tables, sewing cabinets, bird houses, etc., 
these to be left unfinished to better show the details of 
construction. Such articles can be made at a nominal 
cost, and, if you wish; can be sold at the end of the week. 
In every case, the window displays have been found 
more effective when actual samples of articles mentioned 
in the plans are shown. 

3. Build the window display around articles made 
from the plans and show the plans themselves promi- 
nently, so that anyone looking at the articles can clearly 
visualize both the plan and the finished article. Also 
show tools and tool sets, lacquers, shellacs and varnishes, 
brushes, abrasives, glue and similar items. Use a show 
card calling attention to the fact that anyone can readily 
build articles similar to those on display ; also emphasize 
the point that woodworking is a fascinating hobby and 
one worth while. The Stanley book “How to Work 
With Tools and Wood” should likewise be given a promi- 

(Continued on page 28) 
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A New York 
City Window 


This window dis- 
play of Ham- 
macher, Schlemmer 
& Co., New York, 
had a compelling 
appeal for the 
home artisan. The 
man who passes 
this window with- 
out getting a desire 
to build something 
sneer a aie . f is hopeless as a 

sa ute 44 = Vaal a Fea prospect for tools 

sales. 


| = 
4 outs 
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Danbury, 
Conn., and 
Newark, N. J. 
Displays 


The window in the 
circle was used by 
the Danbury 
Hardware Co., 
Danbury, Conn. 
This also featured 
working plans. 


The lower window 
display is that of 
Ludlow & Squier, 
Newark, N. J., 
showing the deal- 
ers’ plans and odd 
pieces of ‘furniture. 
The high grade 
tools made a dis- 
play that com- 
pelled attention. 
































A Window 


in Boston 


This window 
from the J. B. 
Hunter Com- 
pany, Boston, 
was a winner 
for two full 
weeks. In addi- 
tion to selling 
tools, it in- 
creased the sale 
of other sup- 
plies from all 
over the store. 





How Brook- 
lyn Does It 


R. J. Atkinson, 
Brooklyn, N. Y.., 
President N. R. 

A., always 
has good win- 
dow displays. 
Here is one of 
them — devoted 
to, tools. Here 


_ again the plans 


and pieces of 
furniture, etc., 
play an impor- 
tant part. Neat- 
ly lettered cards 


| with prices add 


| to the effective- 


ness. 











































Springfield 
Window 


The Carlisle 
Hardware Co., 
Springfield 
Mass., used this 
display and it 
carried a com- 
plete line of 
tools. The plans 
in this window 
attracted many 
passersby into 
the store. 



































(Continued from 
page 25) 


nent place in the 


display. 
4. Arrange an 
interior display 


of tools and ac- 
cessories in a 
prominent place 
in the store, and 
with it feature 
the plans and the 
book. This in- 
terior display 
should be easy 
of access, and so 
placed as to at- 
tract the atten- 
tion of all cus- 
tomers entering 
the store during 
the week of the 
campaign. 

5. If you have 
a mailing list of 
persons to whom 
you send litera- 
ture on interesting items in your store, use it to good 
advantage in mailing out circulars, etc., supplied by the 
tool manufacturers. 

6. Finally, and this is most important, according to 
the merchants interviewed, inform all your sales people 
fully as to what you propose to do in connection with the 
new service. Often the effect of a campaign is mini- 
mized because the correct purpose of the plans is not 
thoroughly understood and appreciated. Do not try to 
force sales of tools on the person who shows an interest 
in the plans or the book on woodworking. He will come 
back for the tools when he needs them. The first thing 
is to interest him in creative work; the need for proper 
tools follows naturally. An attempt to force the sale of 
tools on the purchaser of a plan may, at the time, be dis- 
tasteful to him. Later when he has had an opportunity 
to study the plan, the necessity of tools and other acces- 
sories will come to him. Once he has started on the 
woodworking hobby, he will be a repeat customer for 
your store. 

That’s the method of a campaign as handled by nine 
progressive hardware merchants. Here is a condensed 
report of what they had to say about their own experience 
with it. 

“One amateur tool user bought $30 worth of tools 
from us during the week of our displays.” 

“Most profitable tool day we have had in a long time.” 

“A scoutmaster bought a book and three plans. He 
was looking for some activity for his troop during the 
coming season. He is passing it on to twenty-five boys.” 
“A customer bought a plan, opened it up and found 
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that he needed two tools which he did not have; he 
bought them.” 

“More people visited our too] department than have 
been there for some time.” 

“We had several out-of-town responses to our news- 
paper advertising.” 

“Through our window displays we sold to one party 
a set of wood carving tools, a book, ten plans, a rule, a 
pair of pliers, a scraper, a bench lathe, a hand saw and a 
circular saw—all for home use.” 

“We had eight inquiries for bench lathes.” 

“One man bought a plan and came back two days 
later for several tools.”’ 

“We sold one amateur $48.75 worth of miscellaneous 
tools.” 

“We had an 
offer of $10 for 
the sewing cabi- 
net displayed in 
our window.” 

“A man came 
into our store 
and asked to be 
shown _ the 
PLANES which 
were advertised 
for sale—three 
with the book 
“How to Work 
With Tools and 
Wood,” for $1. 
On _ being told 
that they were 
plans, not planes, 
he bought them 
just the same.”’ 

Each of these 
nine merchants 
found the cam- 
paign for tool sales not only profitable in itself but a 
builder for business gen- 
erally. What they have 
done you can do. They 
have told you how; the 
rest is up to you 


STANLEY 


PLANS 


ones eT 8 


regener 























The center illustra- 
tion on this page is 
the window display 
of Belcher & Loo- 
mis, Providence, R. 
I., showing work- 
ing plans for the 
construction of va- 
rious pieces of fur- 
niture. The small 
photo at the top of 
the page is a store 
display of Carlisle 
Hardware Co., 
Springfield, featur- 
ing a display table 
full of plans and 
other inducements 
to build. At the 
right appears a 
newspaper adver- 
tisement of the 
same firm. 
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The Hardware Council Offers Report 


on “The Problem of Hardware Distribution” 


One of the most comprehensive, | 


analytical and pertinent reports on 
hardware distribution problems, has 
been prepared compositely by the 
members of the Hardware Council. 
Two intensive days of study were 
given committee reports, at a special 
meeting held in the Harvard Club, 
New York City, Jan. 10 and 11. Last 
October in Atlantic City, Chairman 
Chas. W. Asbury, Enterprise Mfg. 
Co., assigned fundamental subjects to 
three or four committees composed 
of council members. These commit- 
tees were instructed to study these 
problems, and in studying consider 
the three factors of distribution, the 
manufacturer, jobber and _ retailer, 
and prepare reports accordingly. The 
main topic is headed. “The Problem 
of Hardware Distribution,” and has 
been divided into three main parts 
in order to present individually the 
particular problems of each distribu- 
tive factor, with the relations of this 
factor to the other two. The report 
in full follows: 

As often emphasized, the function of 
the Hardware Council is.to study and 
analyze trade problems, and, if possible, 
make suggestions and recommendations for 
the guidance of the three trade branches 
in solving those problems. 

Much time and thought have been given 
to a number of the factors involved in the 
main problem, but the very ambitious task 





of studying and analyzing hardware dis- 
tribution as a whole, to determine funda- 
mental causes as well as effects, has not 
heretofore been attempted. 

The time has come, in the opinion of 
the Council, when such a comprehensive 
survey should be made; an all-inclusive 
study, not from the viewpoint of the manu- 
facturer, the wholesaler or the retailer, but 
from an unbiased common viewpoint, to 
present a complete picture of hardware dis- 
tribution with all its present complexities. 

Such an effort seems eminently fitting 
for the Council. Representing as it does 
all branches of the hardware trade, it is 
in a position to lay the subject of hard- 
ware distribution on the observation table 
for a thorough study of symptoms, much 
as a medical clinic diagnoses its patients. 

Not to point out and attempt to pre- 
scribe for minor ills, but rather to make 
a thorough study of the patient, to first 
determine major troubles, their causes and 
effects, and their relationship to each other, 
and then to chart for the information and 
guidance of all branches of the trade pres- 
ent distribution conditions is the purpose 
of this Council clinic. 

The members of the Council recognize 
that little can be accomplished ‘by merely 
discussing and trying to correct minor 
problems; by attempting to place responsi- 
bility, or by mutual criticism or commen- 
dation. But with thorough diagnosis, the 
various ailments can be taken up separate- 
ly in the order of their importance, their 
causes determined and remedies indicated. 

In such spirit and with such thought 
this finding and statement of the facts of 
hardware distribution has its inspiration. 


Problems of Manufacturing 


Though we are more than nine years 
from the end of the World War, American 
industry still faces many very serious 
problems inherited from that great cata- 
clysm. 

For war is not an economic agency. Its 
heavy hand of waste and destruction bur- 
dens unnumbered years that follow as well 
as the period of its actuality. 

America’s part in the war placed upon 
us the responsibility of producing to the 
utmost for the equipment and _ supplies 
necessary to the successful operations of 
the allied forces. 

To this end existing factories were en- 
larged and new ones speedily constructed. 
Meeting immediate necessities was all that 
counted. The future had to take care of 
itself. Productive capacity was quickly in- 
creased to an almost inconceivable degree. 

And then the business of killing was 
abruptly abandoned, and peace-time adjust- 
ment began. 

Facilities that had been created for the 
production of munitions and other war sup- 
plies were left available for the manufac- 





ture of peace-time commodities. Added to 
those previously existing for such pur- 
poses, productive equipment far exceeded 
consumptive requirements. 

Naturally industrial plants, financed and 
owned by private enterprises, were not 
scrapped as were the wooden ships of the 
Federal government. It was entirely logi- 
cal that the owners of each productive unit 
should wish to utilize it to capacity. 

At that particular time prosperity seemed 
supreme. A tremendous surplus of money 
was available for investment, and the 
financing of new enterprises adding still 
more capacity, was an easy matter. 

Then came deflation, and through all the 
years that have elapsed industry has been 
trying to solve the problem of surplus ca- 
pacity without accepting the losses that 
would seem to logically result and has not 
yet succeeded. 

In their desire to use their facilities to 
the maximum, many manufacturers added 
to their former lines the production of 
goods entirely foreign thereto, and in most 
cases, it appears, without regard for eco- 





nomic demand. Ability of existing plants 
to supply consumer requirements for such 
commodities seemed not to be considered. 

If the manufacturer of horseshoes chose 
to add pocket knives to his line, he was 
guided by the fact that he might utilize 
his plant more fully by producing pocket 
knives rather than by considering whether 
there were already enough manufacturers 
of pocket knives. 

Not only have the most intensive efforts 
been made to move larger quantities of the 
brands formerly produced by a_ given 
manufacturer, but new brands and new 
grades have been created. So-called new 
models differing little from the old, were 
placed on the market. Secondary lines, dif- 
fering from the standard more in mark- 
ing than in value, were produced. 

Inevitably such conditions created the 
pressing problem for each producer of find- 
ing markets for his new commodities as 
well as maintaining markets for the in- 
creased output of his normal lines. 

Just as a flow of water seeks an out- 
let, so does the flow of production seek its 
outlet through the channels of distribution. 
The greater the production pressure, the 
greater the distribution pressure. 

In periods of high water, the 
natural channels cannot accommodate the 
flow, new and irregular outlets are cut by 
the volume and intensity of its pressure. 
Similarly has the pressure of surplus pro- 
ductive capacity and surplus capital seek- 
ing investment affected the merchandise 
distributive system. 

The same basic conditions have applied 
to all manufacturing. The common goal 
has been that of getting products into the 
hands of consumers. Not only has each 
unit of production had to compete with 
all‘other units in its class, but it has been 
in competition with all other industries, 
each intent on reaching the consumer's 
pocketbook. 

Through the years this direct and in- 
direct competition has grown and intensi- 
fied. Each group of industries, and each 
unit within each group, has energetically 
sought the largest possible share of the 
consumer's dollar. Thus not only has hard- 
ware had to compete with hardware, but 
with all the products of industry which 
have vied for consumer preference. 

A heavy influx of foreign goods has 
also added to the hardware manufacturer's 
difficulties, and the outlook is for increased 
rather than decreased imports. 

Meantime consumptive capacity has not 
kept pace with production. Nor has con- 
sumer inclination to buy what are com- 
monly thought of as necessity items paral- 
leled the effort to produce large quantities 
of such goods. 

While consumer incomes have been 
larger than ever before, the greatly in- 
creased variety of consumer wants and 
the disposition to gratify pleasure and van- 
ity appeals in preference to necessity de- 
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mands have served to intensify the prob- 
lem so far as the distribution of hardware 
is concerned. 

Studies of the National Industrial Con- 
ference Board show that the national in- 
come in 1926, adjusted for the increased 
cost of living, totaled some $22,000,000,000 
more than in 1914. But when we consider 
that in that year approximately $14,000,- 
000,000 was spent for automobiles and their 
upkeep, and when we consider the vast 
sums used for the purchase of radio and 
other luxuries, it does not appear that the 
consumer had available for the purchase 
of hardware and kindred items much, if 
any, money in excess of that which he had 
before the war. 

Yet all the time intensive and expensive 
efforts have been and are still being made 
to force into distribution larger and still 
larger quantities of every kind of product, 
regardless of the absorbing capacity of the 
market. 

Aggressively trying to get his goods to 
the consumer in an even greater volume, 
the manufacturer has sought new outlets. 
Some manufacturers have sold large and 
irregular orders, and in some cases sec- 
ondary lines, differing only slightly from 
the standard, at greatly reduced prices. 

Selling forces have been greatly in- 
creased. Expenditures for national adver- 
tising and other promotional efforts have 
been tremendously expanded, but the re- 
turns for each dollar thus spent have de- 
creased. 

Millions have been spent in competitive 
advertising of similar goods; the effort 
of one manufacturer to get business away 
from another. Still other millions have 
been spent in promoting the use of groups 
of products at the expense uf other groups. 

Movement of individual lines has in 
many cases been diverted from the main 
channel into the byways of distribution. 
Some who formerly sold only through the 
hardware wholesaler are now selling to 
other wholesalers, or to retailers as well, 
or even direct to the consumer. 

Merchandise distributed through chan- 
nels formerly non-existent, or not utilized, 
has found its way on the market at prices 
much below those available through former 
distribution channels. 

The effect of such “dumping” is not 
greatly different from the “dumping” of 
foreign goods to which American manu- 
facturers have voiced strenuous protest, 
but each producer apparently thinks of 
present expediency rather than the basic 
economics of the situation and his own 
ultimate well-being. 

An old adage assures us that “circum- 
stances alter cases,” and the majority of 
manufacturers have apparently found the 
pressure of actual conditions and the urge 
for immediate accomplishment stronger 
than the inducement of sane theory with 
respect to a longer time interval. 

But since all distribution must have its 
outlet with the consumer, the combined 
flow of all the channels can be no greater 
than the ability or willingness of the con- 
sumer to buy. 

So that all this pressure for volume, by 
reason of its very excess, has not only 
largely defeated its own purpose, but has 
so increased distributive costs as to reduce 
the purchasing power of the consumer’s 
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dollar and thereby lessen his ability to take 
and use that which is produced. 

Rapidly growing sales of the limited 
price stores make it apparent that, despite 
the millions in money and the excess of 
energy expended in the effort to popular- 
ize trade-marked and other established 
brands, consumer acceptance of less known 
makes when offered at lower prices is 
more general today than ever before. 

Whether this is because the consumer 
is willing to take lower quality in order 
to gratify a wider range of desires, 
whether he feels the difference between the 
price of the nationally advertised brand 
and the one with the price appeal is too 
great, or whether he believes that “qual- 
ity” exists more in claims than in actual- 
ity, is a matter for speculation. 

But whatever the cause that makes 
“value” more attractive to the buyer than 
the quality which a well-known brand in- 
sures, the subject deserves consideration. 

The use of multiple distribution chan- 
nels, instead of speeding the flow, has re- 
sulted in sluggishness of movement that 
strikingly contrasts with the free flow of 
merchandise which formerly characterized 
the central streams. 

This, with the improvement in transpor- 
tation facilities, and the spreading of the 
wholesaler’s and retailer’s capital over a 
wider variety of lines, has been largely re- 
sponsible for what is known, and com- 
plained of, as the small order evil. 

Manufacturers have set enviable records 
in reducing production costs through the 
installation of more efficient equipment, 
only to see the resulting economies more 
than dissipated in the attempt to develop 
markets for maximum output. 

The attempt to increase the amount of 
merchandise consumption has led to wide- 
spread encouragement of installment buy- 
ing. Credit has been pyramided through 
the establishment of companies organized 
for the purpose of handling consumer and 
dealer installment paper, with a consequent 
burdening of distribution with a new cost 
factor. 

For while the market for certain prod- 
ucts has been widened through this expan- 
sion of credit, it is inescapable that such 
measures take large toll of the consumer’s 
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dollar by increasing the cost of the mer- 
chandise to him, and further reduce his 
ability to consume the products which the 
pressure of excess capacity would force 
upon him. 

Extension of the installment plan puts 
no more dollars into the hands of the con- 
sumer. It merely tends to divert his dol- 
lars from various products to others which 
the lure of so-called easy terms makes 
more desirable. 

It also induces the consumer to buy 
ahead of his income, with the result that 
the manufacturer sells in 1927 merchan- 
dise which normally would reach the con- 
sumer in 1928. The benefit of such an- 
ticipation over a period of years is highly 
doubtful. Certainly the consumer cannot 
indefinitely continue to spend more than 
his current income, so eventually there 
must be sufficient slackening in consump- 
tion to permit a balancing of accounts. 

The general result of these various con- 
ditions has been to create what has been 
termed “profitless prosperity” and “expen- 
sive confusion.” For in spite of the in- 
tensity of their efforts, most manufac- 
turers have not made profits commensurate 
with their increased exertion, or favorably 
comparable with the period when produc- 
tive capacity was more in keeping with nor- 
mal consumer requirements. 

What, then, is the solution of this prob- 
lem of overcapacity with all its ramifica- 
tions? 

Certainly a study of all the phases of 
the situation raises reasonable doubt as to 
whether solution can be found in the con- 
tinuance of present methods. 

On the contrary, it would seem that 
solution, if there be a solution, can only 
come when manufacturers definitely recog- 
nize the futility of competitive strife to 
utilize and market the products of surplus 
facilities, with the resultant operation of 
the law of diminishing returns, and by con- 
structive action determine effective poli- 
cies for adjusting production to consump- 
tion and the elimination of the excess dis- 
tributive costs which have come as the 
natural offspring of the mass production 
urge. 

This involves laying aside all natural 
prejudices and a candid consideration of 
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whether it will not be utilmately more 
profitable to manufacturers, as well as bet- 
ter for distributors and consumers, to be 
content with the smaller volume which will 
result by maintaining production more 
nearly in keeping with consumption needs. 

The measure of successful industrial 
management is in economic accomplish- 
ment rather than production volume. As 
one authority states it, it is management’s 








responsibility to develop a plan of balanc- 
ing production with consumption, accom- 
panied by continuing profits. 

It means, in other words, consideration 
of the question of whether it will not be 
more profitable for the manufacturer and 
for the entire system of distribution to be 
content with a smaller but more profitable 
volume of business than is now so zealous- 
ly striven for. 


Problems of Wholesaling 


Surplus capacity and pressure for vol- 
ume characterize hardware wholesaling as 
well as hardware manufacturing, multiply- 
ing its problems and intensifying its com- 
petition until it also is the victim of the 
law of diminishing returns. 

In physical equipment, in merchandise 
stocks and facilities for their handling, in 
personnel and organization, the country’s 
wholesale hardware plants have a capacity 
to handle a far larger volume of business 
than has been developed or seems likely to 
be developed. 

Inevitably the cost of maintaining and 
operating these establishments beyond re- 
quired proportions lays an undue expense 
burden upon their owners and thereby adds 
to the cost of distribution. 

Among hardware wholesalers there is a 
tremendous overlapping of territory and 
other duplication of effort and expense. 
Many try to get business from areas which 
could be better and more economically 
served by a few. 

Sales forces have been continually en- 
larged, visits to retail stores speeded up, 
and trading areas extended far beyond the 
limits of productive returns. The number 
of retail outlets has been multiplied. 

Too often wholesalers, in the hope of 
additional orders, have encouraged the 
starting of new stores in communities al- 
ready adequately supplied with hardware 
stocks, little thought apparently being 
given to economic justification or the like- 
lihood of eventual success. 

Hardware wholesalers do not confine 
their sales to hardware retailers. They 
seek business from any and all kinds of 
dealers who have opportunity to sell even 
small quantities at retail. 

More and still more customers seems to 
have become such a dominating thought 
that the books of many wholesalers show 
non-hardware accounts in excess of those 
of regularly established hardware stores. 

Under the stress of this urge for more 
accounts and additional volume, retailers 
have been pampered and petted in such 
measure that service costs have tremen- 
dously increased. 

They are often permitted to telephone 
their requirements at the expense of the 
wholesaler, the latter priding himself on 
his ability to ship the day orders are re- 
ceived, 

If the placing of ridiculously small or- 
ders is not actually fostered, the evil is 
at least not penalized by special service 
charges or otherwise. 

In highly competitive territories, and 
particularly on certain kinds of goods, the 
merchandise is often sold for less than is 
justified, and, obviously, the loss must be 
made up elsewhere. 





Some wholesalers have instituted store 
door deliveries, by truck or otherwise, over 
wide areas. 

Abuses of service are permitted because 
wholesalers are afraid that enforcement 
of sound business policies may cause some 
customers to transfer their patronage to 
other wholesalers. 

In this frenzy for volume many whole- 
salers seem to have lost concept of their 
proper functions, and in divers ways, di- 
rectly and indirectly, compete with their 
retailer customers, not only by taking busi- 
ness that belongs to them, but at the same 
time feeding the fires of consumer desire 
to “buy at wholesale.” 

Industrial business is vigorously sought, 
with the result that the wholesalers’ ros- 
ters of customers have been cumbered with 
names of many whose purchases were for- 
merly made, and still logically should be 
made, through retail stores. 

On the same theory that manufacturers 
hope to reduce unit cost through mass pro- 
duction, wholesalers apparently hope that 
increased volume will somehow lower sell- 
ing costs. Therefore they have added 
many lines formerly foreign to the hard- 
ware stock. 

And this has contributed to the confu- 
sion of the situation, because non-hard- 
ware retailers who are buyers of these new 
lines are also permitted to buy hardware 
at wholesale for the personal use of them- 
selves and their friends, to the demoraliza- 
tion of the hardware retailer’s trade and 
to the ultimate detriment of the whole- 
saler. 

All this duplication of effort from the 
overlapping of territories, the intensity of 
selling effort, the attempt to distribute be- 
yond economic boundaries, the handling of 
retail quantities, have added to the whole- 
saler’s problems, increased his operating 
costs and produced an effect precisely con- 
trary to that intended. 

The law of diminishing returns has in- 
tervened to frustrate the aims of whole- 
salers who sought to reduce expense ratios 
through an increase of volume. 

And because of the greater varieties of 
goods handled, because of changing de- 
mand, or changed methods, or all of these 
things, it has been increasingly difficult to 
maintain adequate stocks. Thus an effort 
having for its aim the enlarging of ser- 
vice to retailers has had the result of ren- 
dering the service itself less efficient. 

And lax credit terms to unworthy risks 
has intensified the competition of proper- 
ly financed retailers and increased the 
credit losses of wholesalers. 

Meantime the efficiency of hardware 
wholesalers’ facilities has been reduced by 















the considerable flow of hardware through 
other channels. 

Wholesalers in other lines, not content 
with pushing their own goods, have be- 
come distributors or semi-distributors of 
hardware as well. 

And many manufacturers have not hesi- 
tated to take advantage of opportunities 
to increase the number of their own out- 
lets and to sell wherever an order might 
be secured. 

Either from pressure or productive ca- 
pacity, or with the feeling that their lines 
are not getting proper representation by 
the wholesaler, manufacturers in increasing 
number have turned more and more toward 
direct selling to the retailer, 

A prime factor in this situation is, of 
course, that there are so many makers of 
similar lines that, obviously, all of them 
cannot secure representation through the 
wholesaler, and so feel they must seek 
retail outlets. 

It is simply psychology, when hardware 
retailers see their fastest growing com- 
petitors as direct customers of manufac- 
turers, that they, too, should be receptive 
to the direct selling idea as a means of 
getting their goods at better prices. 

And notwithstanding this practice often 
results in larger stocks than are compen- 
sated for by the difference between manu- 
facturers’ and wholesalers’ prices, few 
dealers intent on meeting the competition 
of mail order, chain, department, and other 
large stores, are inclined to search deeply 
for positive proof of direct buying advan- 
tages. 

The tendency of manufacturers to sell 
direct to the larger retailers, and of the 
retailers to buy direct and to use whole- 
salers only as convenient supply sources 
for pick-up and fill-in orders, inevitably 
acts to reduce the latters’ volume and to 
increase their operating costs. 

And since many of the smaller retailers 
are being crowded out of the distributive 
system by their inability to cope with 
present conditions, and in many cases by 
their own inefficiency, it is evident that 
there is a steady drain on the wholesalers’ 
sburces of volume. 

While many retailers can probably per- 
form the wholesaler’s warehousing and 
other functions for themselves, the suc- 
cess of the vast majority is dependent 
upon the efficient and economical func- 
tioning of the wholesaler. And of course 
the wholesaler needs the retailer. 

While most wholesalers protect the re- 
tailers who are their best customers, there 
is such competition for business, so many 
wholesalers seeking orders in the same 
areas, that it is obviously impossible that 
any individual retailer should patronize 
them all. 

The usual result is that the wholesaler 
without a good customer in any community 
which he tries to cover takes business 
where he can find it, and is therefore 
guilty of the same practices as the direct- 
selling manufacturer of whom he com- 
plains. 

Humanly enough, wholesalers as a class 
have permitted their policies and methods 
to be too often guided by immediate con- 
siderations rather than the broader trends 
of distribution and the effect of those poli- 
cies and methods over a period of time. 
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Competitive aloofness has retarded the 
interchange of information and stifled in- 
stead of encouraged cooperation. 


Theirs | 


has been a defensive attitude rather than | 


of determination to frankly face existing 
conditions and cope with them from a 
craft viewpoint. 

3ut the very fact that all their competi- 
tive intensity for larger volume has not 


increased their profits should cause whole- 
salers to consider the wisdom of certain of 
their practised policies. 


And the insistence of many students that | 


the wholesaler’s position in distribution is 
more critical than that of the other two 
factors should be an urgent stimulus to 
quick action for the solution of the prob- 
lems-which now affect the industry. 


Problems of Retailing 


The excesses which occur in the distri- | 
| . 
such goods are deliberately used as cut- 


butive efforts of manufacturers and whole- 
salers culminating in the final stage of get- 
ting the goods to the consumer, rest most 
heavily upon the retailer, and with other 
problems which have arisen, place him in 
the most acute competitive position he has 
ever experienced. 

Retail hardware merchandise may be 
roughly divided into two classes, “light” 
and “heavy.” The former includes tools, 
shelf hardware, cutlery, smaller housefur- 
nishings and similar goods, while the latter 
consists of ranges, washing machines, 
builders’ hardware, paints and items in- 
volving relatively large sums of money. 

Competitive pressure was first felt on 
the sales of heavier merchandise, as furni- 
ture stores gradually began taking the 
trade on ranges, stoves and kindred goods. 

Old-time margins on such goods, were 
not sufficiently large to be satisfactory to 
retailers. Perhaps they themselves were 
at fault in that they did not recognize the 
necessity of applying margin by percent- 
age. It took them some time to learn that 
$10.00 added to a $50.00 cost was not at 
all the same as $10.00 added to a $25.00 
cost. 

And as the cost of merchandise gradu- 
ally increased without any material dollar 
increase in margins, interest in such goods 
waned, so that when others sought this 
trade with instalment terms impossible for 
the hardware merchant to meet with his 
narrow margins, he rather passively let 
the business slip from him. 

The situation was not at first recognized 
as serious. As sales of heavier merchan- 
dise dwindled the lost volume was made 
up by greater concentration upon smaller 
items, lines of which were materially 
broadened. 

But a newer type of competition has at- 
tacked his volume, with chain stores be- 
coming an important factor in the retail- 
ing of hardware. The five, ten and twenty- 
five price limits cover a multitude of small 
tools, housewares and other items. The 
stores with price limits of $1.00 and $10.00, 
certain of which carry large lines of hard- 
ware, cover a much larger range of items. 

Their appeal has been largely through 
price. At first they handled virtually un- 
known brands, generally classed as in- 
ferior quality. But their success has shown 
that consumers will buy this grade in 
preference to the quality lines, at quality 
prices, offered by the hardware store. 

More recently well known trade-marked 
goods have found their way through these 
channels, sometimes as sub-standards, dis- 
tressed stocks, or otherwise. Large orders 
placed by their buyers find acceptance by 
some manufacturers, often at profitless 
prices. These concessions are reflected in 
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che prices to the consumer. Frequently 


price leaders. 


| dising is an outstanding phase of their 


hardware selling. 

Long hours and seven day weeks give 
the drug store a marked advantage over 
hardware stores. 

Both department and drug stores em- 
ploy odd-cent pricing, often giving an ex- 
aggerated impression of price reduction. 
The hardware retailer, however, appears 


| loath to adopt such tactics and frequently 


| loses business merely because it apppears 
| that he is being undersold. 


Regardless of chain store quality stand- | 
| ing certain lines in addition to the heavier 


ards, they are selling a tremendous volume 
of hardware. 
heard from consumers about the value of 
their offerings, and they present very seri- 
ous competition for the independent re- 
tailers in the cities and larger towns. 

To help the retailer cope with this situa- 
tion little positive effort has been made 
other than association assistance in meth- 
ods of display. But display will not off- 
set the price appeal of the chains with their 


Little or no complaint is | 


merchandise as well, or better, displayed. | 


Manufacturers not distributing through 
such channels, and whose volume necessarily 
suffers because of the trade lost by hard- 
ware stores, have been slow to recognize 
the full measure of price dominance and 
to make it possible for retailers to meet 
the situation. 

Wholesalers also have shown reluctance 
to boldly face this issue, though they have 
a big opportunity for service in this con- 
nection. Their buyers should be able to 
study the goods and prices of the chains, 
and to make their own purchases with a 
definite understanding of the retailer’s 
competitive necessities. 

Likewise retailers as a class have failed 
to help themselves as much as they should. 
They have viewed chain competition in 
general terms, without very much specific 
understanding of it. 

More systematic study of chain offer- 
ings, compared with their own stocks, and 
more diligent searching of the market for 
competitive merchandise, would materially 
improve their ability to meet this competi- 
tion. 

Hardware has an important place in the 
volume of department stores. Some of 
them have completely equipped hardware 
departments, while others sell through 
their various sections a great variety of 
articles ordinarily sold through the hard- 
ware store. 

Hardware sales through these channels 
are said to be constantly growing. Some 
manufacturers encourage such distribu- 
tion through price concessions, advertising 
allowances and demonstration assistance 
not given to smaller retailers. 

The modern drug store retains its name 
by heritage only. It recognizes almost no 
limits as to the classes of goods to handle. 
Whether or not an article will sell appears 
to be the principal basis of decision. 

Hardware seems to be a most desirable 
adjunct to the drug lines, and is given 
preferred position in the store displays. 
Both trade-marked and other goods are 
carried, and the price-cutting which is 
characteristic of most drug store merchan- 








In recent years traveling salesmen, con- 
tinually spurred to sell an increased vol- 
ume, have found furniture stores particu- 
larly responsive to the suggestion of using 
hardware as “specials,” as well as to stock- 


merchandise which has long been carried. 

A similar situation is found in grocery 
stores. In fact, nearly every class of re- 
tailers seems to be energetically striving to 
stimulate sales through the medium of 
“specials,” and hardware is ever popular 
for this purpose. 

The catalog houses, apparently having 
concluded that mail order sales cannot be 
greatly increased are now attempting to 
enlarge volume by establishing limited ser- 
vice department stores in low rent sections 
of many of our large cities. 

One of the leaders in this field has more 
recently been locating so-called “display 
stores” in county seat and other smaller 
towns, with the rather logical consequence 
that such stores are now functioning large- 
ly on an over-the-counter basis. Hardware 
is a dominant part of their stocks. 

Specialty stores have grown apace, 


| largely selling utilities and appliances of 


considerable unit value. These stores are 
usually sponsored, and in many cases are 
owned and operated, by manufacturers 
whose sole thought is to get the largest 
possible sale of their particular products. 

They are usually located in low rent 
sections and employ commissioned can- 
vassers. : 

Instalment selling is a big factor in their 
merchandising scheme, with initial pay- 
ments of the lowest conceivable figure and 
the deferred payments spread over long 
periods of time. 

Price-cutting is often indulged in 
through excessive trade-in allowances for 
old or useless devices. 

Public service companies have developed 
a type of specialty store that has become 
one of the most disturbing factors in the 
present competitive situation. On the 
theory of promoting greater consumption 
of their primary products, they do not find 
it necessary to merchandise appliances at 
a profit. Losses sustained through expen- 
sive canvassing, heavy advertising expense, 
ridiculous trade-ins and extended payment 
terms are absorbed into the rate building 
structure and eventually returned by con- 
sumers in the prices paid for gas and elec- 
tricity. 

Not content with selling major items in 
this manner many power companies have 
conducted extensive campaigns on minor 
items and even non-electrical merchandise, 
using premiums, cut-prices and long terms. 
So far has this practice gone that a pack- 
age of six Mazda lamps may now be pur- 
chased on deferred payments. 

No retailer can meet such competition, 
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but leading manufacturers, apparently dis- 
regarding the fact that they are driving 
the retailer to lower priced items, or out 
of business, continue to encourage those 
central station practices through special 
offers and allowances, in many instances 
even formulating the merchandising plans 
for them. 

House-to-house canvassing has evolved 
an effectiveness never dreamed of by the 
old time peddler. Specially trained, the 
modern door-knocker presents his sales ap- 
peal with such intensity as few can with- 
stand. 

The so-called “gyp” store of the larger 
cities operates without regard to economic 
law or accepted business policies, but with 
seeming ability to buy goods on such terms 
as to supply consumers with well known 
lines at prices that know no bottom. 

Large manufacturers and other indus- 
trial and commercial units, forgetful of 
the composition of our commercial fabric, 
and thinking only of their immediate con- 
cerns, attempt to foster employee good- 
will by buying for them at wholesale, and 
employees utilize such service not only for 
themselves but for their friends and neigh- 
bors. 

To all of which may be added direct and 
indirect retailing by many wholesalers, in- 
tensifying still further the retailer’s com- 
petition. 

As one writer puts it, “For every dollar 
the average person has to spend, there are 
dozens of people after it.” 

In his effort to increase sales, in compe- 
tition with all these forces seeking the 
consumer’s business, the retailer, like the 


wholesaler, has increased his service to cus- | 


tomers, with serious effect on his expense 
account. ‘ 

Pressure selling and the urge for in- 
creased volume have put into retail stores 
greatly diversified stocks and duplicating 
lines. Invested capital has been spread 
over such a broad field as to impair in- 
dividual stocks. 

It seems a logical deduction that such 
wide diversification with insufficient capi- 
tal greatly affects the retailer’s ability to 
meet the situation. Too rarely does he 
have sufficient investment in any single 
line to justify the expense and effort of 
making a real sales campaign, and the re- 
sult is more and more dependence upon 
“call-sales,” in which the price appeal 
agencies have considerable advantage. 

Handicapped as he is through prefer- 
ential prices to the chains and other larger 
buyers, the hardware merchant is further 
affected by the changed buying habits of 
the people. Desire dominates need and 
people tend more and more to buy on price 
and appearance rather than on the basis of 
actual quality. 

As a consequence sales of individual 
lines have decreased, small orders have 
necessarily increased, competitive services 
and credit extension have run rampant, 
and the expense pyramid has approached 
its apex. 

For several years the average volume of 
business done in retail hardware stores has 
not increased, and the profit has not nearly 


compensated the merchant for his time and | 


investment. 
Handling merchandise of the long styled 











necessity class—things of substance, made 
and purchased for long usage, as contrasted 
with goods for immediate consumption or 
the satisfaction of temporary desires— 
hardware merchants are generally conser- 
vative in keeping with their wares. 

They did not quickly sense the drastic 
change in mercantile conditions following 
the war, and have not kept pace with the 
more intensive competition of other com- 
modities and other distributive agencies. 

They have been slow in adopting the 
policies and methods utilized by their most 
successful competitors, and have failed to 
merchandise as aggressively as the times 
demand. 

They have been lax in improving the ap- 
pearance of their stores and in displaying 
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their wares to attract customers and to 
give maximum economy of time and effort 
in service. 

Too little thought has been given to the 
fundamentals of retailing. Sales people 
are not trained in keeping with modern 
necessities, and the increasing importance 
of women as determining factors in hard- 
ware buying has only been partially rec- 
ognized. 

Too few retailers maintain, and use, 
records which enable them to clean out, or 
avoid buying, merchandise that by reason 
of changing demand or otherwise, is no 
longer profitable. 

And the majority of them buy from too 
many sources, despite counsel to concen- 
trate purchases. Herein is found what 
may quite accurately be termed the corol- 








| 
| 





lary of the “small order” problem of man- 
ufacturer and wholesaler, so far as it is 
attributable to the hardware retailer. 

Solution involves on the part of the 
wholesaler particularly a recognition of 
the economy of concentrated buying and 
application of that principle through the 
cultivation of profitably large accounts and 
the abandonment of unprofitably small ac- 
counts. 

Thoughts of retailers have been largely 
focused on what others should do for them 
rather than what they can and should do 
for themselves. 

During the earlier years of retail asso- 
ciation work, its efforts were chiefly de- 
fensive, expressing the inclination of mem- 
bers to place upon others most of the 
blame for trade evils and to expect help 
from them. 

In the past decade, however, focus has 
been of an entirely different character. 
Retailers have been urged, and shown how, 
to do the things they can and should do 
for themselves. 

Marked progress has been made in this 


| direction, but there is still much to be ac- 


complished. The average hardware mer- 
chant has not yet fully learned to follow 
the experience and counsel of leaders. He 
is much more inclined to agree than he is 
to apply. 

Solution of the problems of the retailer, 
and the application of that solution by him, 
remains a major problem of the wholesaler 
as well as the retail merchant. 

In this the traveling salesman must play 
an essential part. Through his long ac- 
quaintance and frequent contact with the 
retailer he is a most important factor for 
constructive work. But the traveler needs 
the thoughtful direction of his superiors if 
much is to be accomplished through him. 


In this analytical report on distribution 
the Hardware Council has endeavored to 
set forth, without prejudice or exaggera- 
tion, the situation as it exists today, with 
the hope that it may have the serious study 
of afl trade factors. 

It is recognized, however, that mere 
general acceptance of the report and casual 
concurrence with its findings will have lit- 
tle value unless steps are taken to correct 
the conditions outlined as needing change. 

While remedial action may be effected 
through the Council, plans for such action 
should originate within the various bodies 
represented in the Council. 

It should be the province of the manu- 
facturers’ association to specially study 
the section of the report devoted to the 
problems of manufacturing and to submit 
to the Council its suggestions for the so- 
lution of those problems. Similar action 
should be taken by the wholesale and re- 
tail organizations, and the three programs 
brought together by the Council and co- 
ordinated so as to develop positive action 
by all those in interest. 

For, obviously, it is useless to diagnose 
the case of hardjvare distribution unless 
remedies are prescribed and unless the pa- 
tient can be persuaded to apply them. 
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Some More About Fixing Things 


By Saunders Norvell 


Y articles do not always make a hit. Several of 
M my friends, some of them anonymously, have 
written that they did not like my New Year’s 
article in which I stated that I was not making any New 
Year’s resolutions. I therefore took the time and trou- 
ble to read over this article. 
k * * 


Now, it is my opinion that this article was not written 
properly. I was in too much of a hurry. The idea 
was all right, but it was not expressed clearly. Even the 
title itself was misleading, viz. : “DON’T MAKE GOOD 
RESOLUTIONS. FIX THINGS SO YOU CAN’T!” 
Of course anyone would think that that title meant to 
fix things so you could not make good resolutions. 
However, that was not what I intended. I meant that 
we should fix things when we are in a sane state of 
mind so we can not go wrong when we become slightly 
insane or impulsive or when we are under the influence 
of others! All of us are more sane at certain times 
than we are at others! 

+ * * 

Therefore, granting this to be true, if we could plan 
our lives while we are fairly sane and then fix things so 
we would be compelled to carry out our plans, possibly 
the results would be more satisfactory than when we 
simply make good resolutions in the hope that we can 
accomplish changes in ourselves. As I wrote in the 
New Year’s article, experience in life has taught me 
that, in the mass, men very seldom change. On the other 
hand, I do believe that our lives and those around us 
can be made far happier by using a certain sane control 
in our affairs. However, let me repeat that this matter of 
fixing things, or of control, to my mind is an entirely 
different thing from the idea that we make any real 
changes in ourselves. 

* * * 

With a smile and a twinkle of the eye, allow me to 
try to illustrate my point of view with certain examples. 
All of our troubles, according to the Bible, started with 
Adam and Eve in the Garden of Eden. We all know 
the story of the “fall.” Well, according to my theory, 
if Adam knew the danger of eating the fruit of that 
Tree of Knowledge, he should not have depended upon 
Eve’s high principles and should not have subjected Eve 
to the temptation of the eating of that fruit. Then, 
of course, there was the Serpent to influence Eve. Adam 
must have known something about that Serpent. 

*x* * * 

According to my theory of fixing things so you can’t, 
Adam would have built a high, strong fence around 
the Tree of Knowledge so that Eve could not have got 
at it. If he had done that the chances are there would 
not have been any “fall” and none of the descendants 
of Adam and Eve would ever have had to work and earn 
their bread by the sweat of their brow. Of course, the 
interesting question develops here as to whether, had they 
not eaten of the Tree of Knowledge, there would have 
been any descendants. The facts in regard to the “fall,” 
as outlined in Milton’s “PARADISE LOST,” would in- 
dicate that if Adanf had been foresighted and had built 
the fence around the tree, the world would not have been 
populated ! 


I learn that my friend, John Erskine, who wrote 
“THE PRIVATE LIFE OF HELEN OF TROY,” 
has written another book called: “ADAM AND EVE.” 
I hear that this latter book is most excellent. Some of 
my friends say it is better than “THE PRIVATE LIFE 
OF HELEN OF TROY.” I regret, however, that I 
nave not yet had time to read it, although it is on my 
list. Possibly Erskine has a good deal to say in this 
book about the Tree of Knowledge. 

* x * 

Passing on from Adam and Eve and just taking a 
quick glance at the rise and fall of nations, one sees 
clearly that in all life there seems to be a form of dis- 
integration. Great nations have risen and have continued 
to grow in strength for hundreds of years, but after a 
while they have gone to pieces. Those nations that lived 
the longest were those which were the best organized. 
They laid down laws to govern their citizens. As 
long as they had the power to enforce these laws, and 
did enforce them, these nations were strong. However, 
when power became weak at the top; when enforcement 
fell off ; when the mass of the people were left to their 
own whims and caprices without direction, the beginning 
of the end came. 

+. & © 

This principle of the proper control or the lack of 
control is frequently seen in business. I have known 
several concerns that did a good business. They were 
very profitable for their owners. However, after a while 
differences arose among the head men. There was not 
a strong hand at the top. There was no one to lay down 
policies and then see that these policies were carried out. 
Employees are not slow to follow the example of their 
executives. “A house divided against itself can not 
stand.” As a result of not fixing things so they can’t, 
all kinds of evils crept into the business that finally led 
to its destruction. . 

x * 

I come in contact with a good many different kinds of 
pedple. Some work and some loaf. Some are rich and 
some are poor. Now, there is one thing that I have 
observed and in my own mind there is no question about 
it, i.e., those of us who are compelled to work hard are 
by far the happiest. Some of the unhappiest men and 
women I know are those who have nothing to do— 
those who are absolutely free. When I analyze this sit- 
uation I am led to believe that those of us who work are 
more or less compelled to live a more orderly and sys- 
tematic life. We have obligations that we must fulfill. 
We must be in certain places at certain times. We 
must do certain things. The doing of all these things 
keeps our mind off our troubles. We may pity our- 
selves because we have to work so hard but, on the other 
hand, when we do have leisure; when we have relaxa- 
tion from work, how much more we appreciate this re- 
laxation than other people who have nothing to do but 
enjoy themselves and pamper themselves all the time! 

ee te 


This state of mind has been brought out very forcibly 
at Christmas time. I observed many young working 
people, both boys and girls, on Christmas Eve. They 
were exchanging their Christmas presents. They seemed 
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to be very happy. Later I came in contact with other 
young people of the privileged classes. They were not 
so happy. They had a world of troubles. They had 
all kinds of grief. 
a Fe 

To my mind the answer is that some of these pampered 
young people should be put to work. Since they will not 
order their own lives, their lives should be ordered for 
them. To use my poor expression, things should be 
fixed so they can’t. All of us know that an individual 
or a household or a business gets along better, and its 
affairs are better managed, if there is a budget. Even 
the affairs of the United States are now run on the 
budget principle. What is a budget? It is first of all 
simply a study of all your sources of income. Then it 
is a further study of your expenses. It is the working 
out of a plan to bring into order the relation of expenses 
to income. This work is done when a person, a cor- 
poration or a nation is in a sane state of mind, with all 
the facts and figures of income and expense at hand. 

* * * 


The point is that this individual or business or nation 
does not say: “Oh, well, next year I will improve. I will 
be less extravagant. I will use more common sense in 
the administration of my affairs. I will have more will 
power.” No, they do not do this. They do not trust 
themselves. They lay out a budget of exactly how much 
money is to be spent in every department. Then they 
arrange, by appropriations, that there will be only so 
much money for each department. If this appropria- 
tion is exceeded by a department there will be pen- 
alties. When there is a strong management of an 
individual or a business or a nation, it is distinctly under- 
stood by every department that this department must be 
run within the budget and that no money must be spent 
in excess of the appropriation. 

oe @ 

So you see, no good resolutions are made but things 
are just fixed so they can’t. Nobody is figuring upon 
any change of heart or improvement in morals or any 
other Pollyanna stuff of this kind. Things are just fixed 
individually or collectively so people can not spend more 
than their incomes or can not spend foolishly for certain 
things when other things that are necessary are needed 
more. Does not the budget system carry out my idea? 

* * * 


Recently the manager of a great corporation was plan- 
ning the budget for his advertising for 1928. This budget 
was carefully worked out. It was decided that the busi- 
ness was justified in spending a certain amount for ad- 
vertising in 1928. It was also found that the business 
could afford to spend this money. Now, this manager 
of this large business knew the tremendous pressure that 
is brought to bear on the advertising manager of a busi- 
ness from advertising sources. He knew from experi- 
ence that there is nothing in a business that will get more 
tangled up than advertising if it is left to individual im- 
pulse and subject to the pressure of high-powered adver- 
tising salesmanship. 

ee 

Therefore, when this appropriation was made, this 
head of the business called in his advertising manager 
and the representative of his advertising agency. He 
handed them a copy of the resolution of the Board of 
Directors making the advertising appropriation for 1928. 
According to this resolution, a certain amount of money 
was to be spent by July 1, 1928. “Now,” said the head 
of this company, “this year we propose to absolutely stay 
within our advertising appropriation. We have never 
done this before. Here is a letter to our advertising 


agency, also a letter to our advertising manager, both of 
which I have signed. In these letters you will note it 
is stated specifically that if you run one cent over the 
advertising appropriation by July 1, 1928, we propose 
to discharge our advertising manager and change our 
advertising agency. Understand,” said this executive, 
“this is not an idle threat. This year we do not propose 
to have all of our financial plans thrown out of line on 
account of advertising pressure. With your assistance, 
this advertising plan has been carefully worked out. You 
are now being allotted the money that you have requested. 
So far, so good, but not one cent more for advertising.” 
* x 

This story is interesting to me because this concern, 
without any outside pressure, in their most sane moments, 
figuring out the necessity of advertising and their finan- 
cial ability to advertise, had decided upon a certain 
budget for advertising. The next thing for them to do 
was to nail down this budget, stick to it and not exceed 
it. Carrying out my theory of fixing things, the execu- 
tive of this business was not taking any chances on the 
reformation of his advertising agency or of his adver- 
tising manager. He was figuring that no matter how 
strong their resolutions, they would not change in 1928. 
In other words, this manager of the business, in com- 
mon with all other good managers, did not figure upon 
reformations, but he did figure upon fixing things so 
people can’t! k * * 


In another business with which I was familiar, the 
salesmen were paid salaries entirely independent of their 
expense accounts. The expense account was a separate 
matter. They attempted to hold down expenses by ap- 
pealing to the honesty, loyalty and fairness of the sales- 
men. When there was a change in the business and 
the expenses of these salesmen were compared with those 
of other salesmen covering the same territories for an- 
other house, it was found that, almost without exception, 
they were higher. 

* * © 

Now, the new executive of this business did not beg 
the salesmen to travel economically. He made no threats. 
All he did was to figure out a basis of compensation for 
these salesmen by which, in the settlement at the end of 
the year, the traveling expenses and the salary were 
added together and weré figured as the selling cost. In 
other words, the expense account became a part of the 
arrangement. By this arrangement, the salesman with 
a high expense account received a smaller amount in 
settlement. The salesman with a low expense account 
received a larger amount in settlement. Therefore, the 
salesman whose expenses were high penalized himself, 
while the salesman whose expenses were low saved money 
in his annual settlement. 

+ * * 

The result of fixing things in this manner was that. 
at the end of the following year, the expense account 
of all the salesmen in this force showed an average de- 
crease of about fifty dollars per month. This was a 
very striking illustration of the value of having things 
fixed in a sane and business-like manner. It was to the 
direct interest of the salesman not to reform personally 
but to be careful to hold down his expenses. 

oe 

Now, let us take a view of society in general. It is 
a great thing to be an optimist. It is much more popu- 
lar to be an optimist than a pessimist, but, after all, even 
the pessimists are necessary. In the management of a 
business, a confirmed optimist is always just a little dan- 
gerous. A few pessimists around balance things. 

(Continued on page 62) 
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intense public interest in the 

new Ford cars, Jean Blair, 

New York City hardware mer- 
chant, has been displaying a new 
Ford sedan in his store lobby, at 
370 Eighth Avenue. This is just 
one of his many plans for bring- 
ing his two good looking window 
displays before motorists. In the 
quarterly circulars which his firm, 
Wm. Purdy Stores, distributes, 
an important part of his sales ap- 
peal is “Watch Our Windows.” 
In a recent circular a current win- 
dow display was reproduced with 
appropriate comments on the values of attractive mer- 
chandise which are featured in the windows at all times. 
Jean, who is president of Wm. Purdy Stores, and 
treasurer of the Manhattan and Bronx Hardware Asso- 
ciation, is a great student of merchandising and a great 
believer in the sales potency of attractive window dis- 
plays. Every week both windows are changed. All 
goods on display are visibly price-marked. Adequate 
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Watch Our Windows! 


Says Jean Blair to Motorists—Places New Ford in Store Lobby 
to Stimulate Such Interest—Experiences No Griefs Because He 
Studies Auto Accessory Market and Merchandises Accordingly. 


and; in fact, scientific window illumination makes it a 
pleasure for the motorist to look over the Purdy stock 
of accessories in the windows. The same is true of the 
store interior where six open-top display fixtures feature 
the goods and neat, readable price cards tell the cost. 
Auto accessories and some replacement numbers con- 
stitute a most important part of the stock. 

When we visited the store to see the new Ford in the 
doorway, Jean and a near-by competitor were discussing 
the new cars at the New York Auto Show. They were 
comparing notes on changes in standard equipment, with 
a view of governing their purchases to lines which will 


‘have a sale. Jean had a few points which his friendly 


competitor had missed, the latter had a few which had 
escaped Jean, so they swapped information. 

From their conversation we learned that 1928 cars in 
the better class are using larger size headlight lens, a new 
type of spare tire carrier, calling for a new type of se- 
curity lock. An increasing number of cars come equipped 
with front and rear bumpers, but in the cheaper cars, 
which constitute an important sales majority, bumpers 
are extra, so there remains a very definite bumper field. 
And so they talked on new schedules on spark plugs, the 
importance of each new car buyer obtaining promptly a 
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decent set of tools to replace the ordinary set furnished 
with even the more expensive cars. They had discovered 
an increasing popularity for axuiliary racks which enable 
the motorist to carry two spare tires instead of the usual 
one. This means more sales on racks and a substantial 
sale for the extra tires. And on they talked, exchanging 
data which will be invaluable in their 1928 merchandising 
of auto accessories. This is certainly a healthy state for 
competitors and helps make better business for both 
parties. 

Jean studies the auto accessory market and endeavors 
to know the trend in auto equipment and preferences 
for extras. Seldom does he have any dead stock difficul- 
ties because he watches his merchandise and governs his 
buying by current demands. 

A friendly interest in people who come into the store 
has enabled this firm to obtain a fairly accurate know- 
ledge of their requirements and incidentally to build up 
a valuable mailing list to which is sent regular direct 
mail advertising matter. Illustrations are freely used in 
this mailing matter and Mr. Blair finds that it pays to 
do so. An article shown on the advertising will be more 
readily recognized when seen on the display table. 

In practically all accessory items all transactions are 
handled on an over-the-counter basis. Should a buyer 
want certain lengths of brake lining, the service of cutting 
is given. Advice on installation of stop lights, new types 
of switches, etc., is, of course, given cheerfully, just as 
in any line the merchant offers important suggestions to 
his customers. No actual installation is done, however. 

Directly around the corner is a combination battery 
service and general repair shop, with which Wm. Purdy 
works on service jobs to the extent that inquiries are re- 
ferred to this shop. In turn, Purdy supplies the shop 
with supplies and equipment. 


The customer apparently feels no hesitancy in paying 
for work done by the repair shop that would be expected 
gratis if supplied by the store. 

The Purdy stores employ professional window trim- 
ming services and every effort is made to make them 
produce maximum results. They are of the highest 
type of modern window design and it might be said 
that the whole merchandising plan of the store is built 
around them. 

The keen business sense that miakes use of happen- 
ings of general interest in this way is sure to cause the 
store to stand out as a really progressive one. 


Crowd attracted by new Ford car backed into the door- 
way of the Wm. Purdy Hardware Co. store. This at- 
traction was continued throughout the duration of the 
New York auto show and caused erowds every evening. 
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Saunders Norvell Addresses Large 
Connecticut Meeting 


Saunders Norvell, president of Reming- 
ton Arms Co., Inc., New York City, and 
contributing editor of HARDWARE AGE, ad- 
dressed a large audience, composed of Nut- 
meggers, Connecticut Hardware Associa- 
tion members, Connecticut Paint Sales- 
men’s club, and Hardware Boosters, in 
the Burritt Hotel, New Britain, Conn., on 
Wednesday evening, Jan. 11, 1928. This 
was a joint meeting of the three former 
organizations, planned especially for Mr. 
Norvell’s benefit. No one went away dis- 
appointed for his talk was both instruc- 
tive and entertaining. 

Mr. Norvell told his audience that he 
believes in salesmen carrying samples and 
advised them to do this and not to sell 
merely from a catalog. He told of the 
present day problems of the salesmen and 
the sales manager and touched on the re- 
lation of the retailer to the chain store. 

Mr. Norvell stated that it was his first 
visit to New Britain since 1913, and re- 
membered meeting several local manufac- 
turers on that occasion. 

In the absence of President Linford C. 
White, The Standard Tool Co. C. S. 





Phillips, L. S. Starrett Co., presided. The 
toastmaster was Past President Leon 
Schwartz, Patterson-Sargent Co. He was 
both witty and serious, as the occasion 
warranted. The following officers were 
elected: President, C. S. Phillips, Starrett 
Co., Athol, Mass.; first vice-president, 
J. T. McCulloch, Robeson-Rochester 
Corp., Rochester, N. Y.; second vice- 
president, M. A. Miller, Yale & Towne 
Co., Stamford; secretary-treasurer, E. C. 
Sullivan, Hotchkiss Co., Waterbury. 

The following directors have been 
elected, the last four being new elections 
last night: Charles J. Heale, HARDWARE 
Ace, New York; E. D. Jameson, Eagle- 
Picher Lead Co.; M. L. Langel, Osborn 
Mfg. Co.; H. L. Morrison, Greenfield Tap 
and Die Corp.; H. W. Eldridge, R. B. 
McKim Co.; John L. People, American 
Steel and Wire Co.; Edward Swift, man- 
ufacturers’ agent, Newton Highlands, 
Mass.; A. H. Doonan, Pittsburgh Steel 
Co., Pittsburgh, Pa.; Howard Sullivan, 
A. G. Spaulding Bros., Chicopee, Mass. ; 
and Stanley Mott, Devoe-Raynolds Co., 
New York. 





Louis A. Schelling Re-elected 
President North Jersey Hard- 
ware & Supply Association 


Louis A. Schelling of the Schelling 
Hardware Co., Hoboken, N. J., was re- 
elected to the presidency of the North 
Jersey Hardware and Supply Association, 
at its annual meeting held in the Down 
Town Club, Newark, N. J., on the evening 
of Jan. 10, 1928. Sidney J. Milligan, 
chairman of the nominating committee, re- 
ported for his committee and the follow- 
ing officers were unanimously elected for 
the year 1928: 

President, Louis A. Schelling; first vice- 
president, I. T. Madsen, Perth Amboy 
Hardware Co., Perth Amboy; second vice- 
president, John A. Winters, East Orange; 
third vice-president, H. H. Ludwig, Ridge- 
field Park, and secretary and treasurer, 
Horace Molyneaux, Jersey City. The 
executive committee consists of Matthias 
Ludlow, Arthur Manser, Morris Miller, 
John A. Winters, Charles F. Werner and 
I. T. Madsen. 

Delegates to the Metropolitan Hardware 
Association are: Louis A. Schelling, H. H. 
Ludwig, Matthias Ludlow, Al. G. Birken- 
meier, Jr., W. F. Littell, Jr., and Sidney 
J. Milligan. 

President Schelling presided at the meet- 
ing and called for order at 8.30 p.m. The 
minutes of the previous meeting were read 
by retiring secretary, Al. Birkenmeier, and 
approved. Morris Miller reported on fi- 
nancial aspect of the 1927 annual outing 
and Al. Cornell, general manager of Lud- 
low & Squier, Newark, spoke briefly on 
the coming Metropolitan Banquet. Charles 
F. Werner, Jr., who recently celebrated 
the completion of 50 years in the hardware 
business, was presented with a gold foun- 
tain pen, as a token of good ‘will and con- 
gratulation by the members of the associa- 





tion. Mr. Werner has been a faithful 
member of the North Jersey organization 
for many years. He thanked the members 
for the gift and assured them that he 
would always try his best and continue to 
serve the association. The meeting closed 
with a Question Box period, conducted by 
Al. G. Birkenmeier, Jr. 


Utica Drop Forge & Tool Co. 
Advances J. E. O’Toole 


J. E. O’Toole was elected vice-president 
and general manager of the Utica Drop 
Forge & Tool Co., Utica, N. Y., at a re- 
cent meeting of the board of directors. 
Mr. O’Toole has been with the company 
for 23 years and is well fitted to assume 
the responsibilities of his new position. 


_ 


The Aluminum Goods Mfg. Co. 
Presents Bonus to Employees 


The Aluminum Goods Mfg. Co., Mani- 
towoc, Wis., presented to each employee 
on Jan. 11, a special bonus, amounting to 
3 per cent of their 1927 earnings. This 
bonus was in addition to the regular 
Christmas check for two days’ salary. 
Needless to say this extra compensation 
received a warm welcome by every one of 
the company’s 3500 employees. 


Torchweld Equipment Catalog 


Torchweld Equipment Co., 224 North 
Carpenter Street, Chicago, IIl., recently 
issued Catalog No. 28, devoted to gas 
welding and cutting equipment. It is fully 
illustrated, lists and describes the many 
types of welding and cutting devices which 
the company manufactures. 





Brooklyn Retailers Learn to 
Make Window Backgrounds 


About forty members of the Brooklyn 
Hardware Association met in the Johnston 
Building, Brooklyn, N. Y., on Jan. 12, and 
heard J. A. Warren, associate editor of 
HarpwWarE AGE, explain and demonstrate 
a simple method of preparing window 
backgrounds and show cards. Mr. Warren 
showed how to rule off in small squares, a 
newspaper illustration, picture postcard, 
etc. and then draw what was in these 
squares on drawing board that had been 
squared off to the size desired. Mr. War- 
ren made several sample backgrounds from 
newspaper clippings and also spoke briefly 
on the correct colors to use and how to 
apply them. His talk was greatly appre- 
ciated, and at its conclusion many members 
expressed intentions of trying it in their 
stores. 

Russell J. Atkinson, Jr., was present 
and showed two window backgrounds, one 
for Thanksgiving and the other for Christ- 
mas, which he made, after seeing Mr. 
Warren demonstrate the method in another 
association’s meeting. He told how sim- 
ple it was to do this work and also spoke 
briefly about window dressing in the 
present day hardware store. Past Presi- 
dent H. A. Grafenstadt gave a short re- 
view of the hardware market at the present 
time, quoting from the Harpware AGE 
market pages. H. A. Cornell reported on 
the Metropolitan Association’s banquet 
and advised all present to secure their 
tickets without delay. Mr. Cornell also 
handled the popular Question Box discus- 
sion. 

The routine business of the evening was 
quickly disposed of. One new member was 
admitted to the association, another appli- 
cation received, and the treasurer reported 
a good balance in the treasury. 

President H. A. Vogt presided and Rob- 
ert Pearsall handled his secretarial duties 
with his customary efficiency. 


Segal Lock & Hardware to 
Occupy New Plant in May 


The Segal Lock & Hardware Co., New 
York City, has closed a contract through 
the engineering firm of Lockwood, Green 
& Co., for the equipping of their Brook- 
lyn, N. Y., plant in time for occupancy by 
May 1, 1928. 

Officials of the company expressed sat- 
isfaction over the conclusion of this ar- 
rangement as it will give them the in- 
creased facilities of the Brooklyn plant 
fully eight months ahead of their original 
schedule. Unfilled orders of the Segal 
Lock Co. are stated to be enough to keep 
the new plant busy for the balance of 
1928. 


Reed-Prentice Corp. Appoints 
McIntyre to New York Office 


George W. McIntyre is in charge of a 
new sales office opened by the Reed-Pren- 
tice Corporation, Worcester, Mass., at 1508 
New York Evening Post Building, 75 
West Street, New York City. He was 
identified for many years with the Niles- 
Bement-Pond Co., at New York and Chi- 
cago. 
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M. J. Lacey Appointed Delegate 
to the Hardware Council 


M. J. Lacey, manager, Pyrex Sales Divi- 
sion, Corning Glass Works, Corning, 
N. Y., has been appointed a delegate to 
the Hardware Council, representing the 
American Hardware Manufacturers’ Asso- 
ciation. 

Mr. Lacey fills the vacancy caused by 





M. J. Lacey 


the recent resignation of Joseph E. Stone, 
Stanley Works, New Britain, Conn. 

The newly appointed delegate is well 
qualified for the work, has been a fre- 
quent participant in national conventions, 
and due to his experience with various 
distribution problems, will be able to con- 
tribute to the good work of the Hardware 
Council. 





William Banfield Dies 


William Banfield, a pioneer in the Amer- 
ican tin plate and sheet steel industries and 
for 20 years vice-president and general 
manager in charge of construction and op- 
erations for the Follansbee Brothers Co., 
Pittsburgh, died in a Cleveland hospital on 
Jan. 4. He was born in Staffordshire, 
England, in 1854 and followed his father, 
who had come to this country in 1872, to 
work in the first tin plate mill in the 
United States, which was built by Rogers 
& Burchfield at Leechburg, Pa. From 
1872 until he retired in 1924, Mr. Banfield 
was active in the operation of tin plate and 
sheet mills. Following his retirement 
from the steel industry, he devoted his 
time to private interests in and around 
Steubenville, Ohio. 





Devoe & Raynolds Co., Inc., 
Holds Two Sales Conventions 


Devoe & Raynolds Co., Inc., 1 West 
Forty-seventh Street, New York City, held 
a two-day sales convention at the Edge- 
water Beach Hotel, Chicago, Ill., on Jan. 
3 and 4. E. S. Phillips, president of the 
company, opened the convention with an 
address of welcome and presented the 
President’s Cup to the Cleveland Branch 
for having the greatest percentage of sales 
increase in 1927 over 1926. Among those 
who spoke at the sessions on the first day 





| were E. T. Gray, J. B. Hartranft, E. D. 


Peck, E. S. Blackledge, vice-president in 
charge of plants, and A. C. Stephan, vice- 
president in charge of administration. 

The second day’s sessions were devoted 
largely to short talks by branch managers. 
A banquet was served at 8 p. m., at which 
time President Phillips presented service 
awards to employees who have been with 
the company ten years or over. 

The New York convention was held on 
Jan. 6 and 7, and followed the general out- 
line of the Chicago convention. 





Tool Companies Merge 


The Craftsman Tool Company, former- 
ly located at Champaign, IIl., announces 
that it has taken over the plant and busi- 
ness of the Marion Tool Works, Marion, 
Ind. The reorganized company is to be 
known as the Marion Craftsman Tool 
Co. and will be located in the Indiana 
city. The complete lines of the two orig- 
inal companies will be continued and will 
be distributed through the regular hard- 
ware channels as previously. 


Hooven & Allison Elects George 
Little President 


George Little has been elected to the 
presidency of Hooven & Allison Co., 
Xenia, Ohio, manufacturers of rope and 
twine. He succeedds J. D. Steele, who re- 
cently resigned. 

W. Crawford Craig, secretary and treas- 
urer of the company, was relieved of the 
former office and made general manager. 
J. F. Orr, manager of the Kansas City, 
Mo., branch factory, was elected secretary. 





H. R. Patterson Suceeds 
Edwin H. Broden 


Harry R. Patterson, for the past 15 
years superintendent of the Rockdale 
works, American Steel & Wire Co., Joliet, 
Ill., has been appointed superintendent of 
the Rankin and Braddock, Pa., works, suc- 
ceeding Edwin H. Broden, who has been 
appointed Pittsburgh district mill man- 
ager of the company. Mr. Patterson has 
been with the company for about 25 years 
and went to the Rockdale works from the 
Trenton, N. J., plant of the company. 





Robert F. Devine Passes On 


Robert F. Devine, president of the Erie 
Forge & Steel Co. and the Erie Forge Co., 
Erie, Pa., died Jan. 3, at St. Vincent’s 
Hospital in that city, following an opera- 
tion for appendicitis. He was born at 
Lake Run, Pa., Sept. 17, 1860, and as a 
boy went to work in the coal mines near 
his home. Later he learned the black- 
smith’s trade and worked in Philadelphia, 
Kansas City, and in Seattle, Wash., where 
he started a shop of his own. In 1895 he 
returned to the East and became superin- 
tendent of the Frankford Steel & Forging 
Co., Ellwood City, Pa. He left that com- 
pany in 1903 and organized a company to 
take over the Erie Forge Co., Ltd. In 
1912, he founded the Erie Forge & Steel 
Co. 





C. F. Werner, Jr., Celebrates 
50 Years in Retail Business 


Charles F. Werner, 347 Main Street, 
East Orange, N. J., celebrated his 50th 
anniversary in the retail hardware busi- 
ness on Jan. 11, 1928. An adjoining va- 
cant store was secured, decorated with 
flags and bunting and was used for the 
“open house” which lasted all afternoon. 





C. F. Werner, Jr. 


Flowers and telegrams from well wishers 
were in abundance. Among those that 
dropped in to congratulate Mr. Werner 
were, jobbers’ salesmen and executives, lo- 
cal tradesmen, competing hardware retail- 
ers, old and new customers, officials from 
hardware associations, bankers, members 
of the clergy and many old friends. Re- 
freshments were served and everybody 
stayed around until early evening, to wish 
Charlie the best of luck for the next fifty 
years. 

In talking to his guests, Mr. Werner 
related, how at the age of 15, he was taken 
into his father’s business in Orange. 
There he worked for 17 years, when he 
opened a small electrical repairing and key 
filing shop in East Orange. His business 
increased and he added hardware items, 
until now he has a complete stock of house 
furnishings, paints, tools, etc. His father, 
Charles F. Werner, has retired from the 
business which he conducted for 65 years, 
but is still hale and hearty. 


Harvey Hubbell Jr. Heads 
Harvey Hubbell, Inc. 


Harvey Hubbell, Jr., has been elected 
president and treasurer of Harvey Hub- 
bell, Inc., Bridgeport, Conn., succeeding 
his father, the late Harvey Hubbell, Sr. 


Francis J. Drago Advanced 


Francis J. Drago, associated in various 
capacities with the Jacobs Mfg. Co,, Hart- 
ford, Conn., maker of chucks, in the past 
two years, has been made assistant treas- 
urer of the company. 
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Chandler & Farquhar Associates 
Hold Meeting and Banquet 


Members of the Chandler & Farquhar 
Co. Associates, a mutual benefit organiza- 
tion of the employees in Chandler & 
Farquhar Co., Boston, Mass., held their 
annual business meeting at the American 
House in Boston on Jan. 11. Following 
the business meeting there was a banquet 
with F. J. DeLong, the retiring president, 
as toastmaster. 

Among the guests and speakers at the 
banquet were F. Alexander Chandler, 
Roger E. Gell, manager of the company, 
and Walter E. Currier, sales manager. 

At the business meeting Clifford H. 
Rhoades was elected to the presidency of 
the association for 1928. Others elected 
were: William Parsons, vice-president ; 
Miss Julia Williams, recording secretary ; 
Fred H. Jones, treasurer, and John F. 
Colby, financial secretary. 





Central New York Retailers 
Stage Dinner and Dance 


The Jan. 11 meeting of the Central New 
York Hardware Association was in the 
form of a dinner and dance for the wives 
and daughters of the association members. 
About thirty couples were present at the 
Hotel Syracuse, Syracuse, N. Y., when 
dinner was served at 7 p. m. This was fol- 
lowed by several feature numbers, and the 
evening was closed with dancing. The 
music was exceptionally good and was 
greatly enjoyed. Lemuel Davies, chairman 
of the committee on arrangements, was 
congratulated by the organization for the 
very capable manner in which his com- 
mittee worked. 


H. C. Woodside Goes to the 
Sheet Metal Specialty Co. 


H. €. Woodside, for many years with 
the Pittsburgh Steel Co., Pittsburgh, Pa., 
has severed his connection with that com- 
pany and will become manager of sales for 
the Sheet Metal Specialty Co., a subsidiary 
of Follansbee Bros. Co., Pittsburgh. He 
will make his headquarters at the Follans- 
bee, West Virginia, plant. 

Mr. Woodside was a member of the 
sales staff of the Pittsburgh Steel Co. 
from 1903 until 1921, when he resigned 
to become sales manager for the North- 
western Barbed Wire Co., Sterling, III. 
He retained that position until 1924 and 
for the next two years was engaged in the 
wire and heavy hardware business on his 
own account as head of H. C. Woodside 
& Co., Chicago, Ill. In 1926 he returned 
to the Pittsburgh company as a special 
representative. 





Geo. Hamburger Co. Takes On 
Several Hardware Lines 


George Hamburger, who conducts a 
manufacturers’ sales agency at 1715 Cali- 
fornia Street, Denver, Colo., is now repre- 
senting several prominent hardware manu- 
facturers. Mr. Hamburger operating as 
the Geo. Hamburger Co., formerly han- 
died auto accessories and radio. He covers 








the mountain territory, representing 
Goodell-Pratt Co., American Handle Co., 
Otto Bernz, Inc., Chain Products Co. and 
several others. 





Schmitt Appointed Manager 
Lowe Bros., Columbus, Ohio, 
Branch 


L. F. Schmitt, who for ten years has 
been in charge of the paint department in 
the Frank P. Hall hardware store of Co- 
iumbus, Ohio, has been appointed manager 
of the Columbus branch of Lowe Bros. 
Paint Store Co., Dayton, Ohio. This or- 
ganization is one of the largest of its 
kind in the Middle West, maintaining 
branches in many large cities. 





Edwin H. Broden Succeeds 
C. F. Blackmer 


Edwin H. Broden has been appointed 
manager of the Pittsburgh district wire 
mills, American Steel & Wire Co., suc- 
ceeding C. F. Blackmer, recently made 
general superintendent of wire mills. Mr. 
Broden was born in Cleveland and was 
graduated from the Central High School 
in that city, later taking special courses at 
Yale University. He has been with the 
American company and its predecessors for 
33 years, 





Elmer C. Wayne Resigns 


Elmer C. Wayne, manager of the Pitts- 
burgh office of Gould’s Pumps, Inc., Sene- 
ca Falls, N. Y., has resigned and will be 
succeeded by John B. Foley, formerly his 
assistant. Mr. Wayne will become con- 
nected with the Pittsburgh office of the 
Massachusetts Mutual Life Insurance Co. 





National Carbon Co. Appoints 
J. A. Hammond and E. R. Geib 


J. A. Hammond and E. R. Geib have 
been appointed assistant managers in 
charge of carbon brush and specialties 
sales, and illuminating carbon sales, re- 
spectively, for the National Carbon Co., 
Cleveland, Ohio. The company has also 
announced the appointments of E. C. Fri- 
day, J. L. Green and V. J. Nolan as dis- 
trict managers in charge of the branch 
offices at New York, Chicago and Pitts- 
burgh respectively, and of J. B. Collins as 
sales engineer in charge of the Birming- 
ham, Ala., office. 





Schulte Heads New Chain— 
1000 Retail Stores Planned 


David A. Schulte, owner and operator 
of several chains of retail stores selling 
tobacco, candy, groceries and perfume, will 
be the president of a new chain, which 
will handle a variety of merchandise from 
five cents to one dollar. One thousand 
stores are planned, all of which will be 
newly organized, as no acquisition will be 
made of any existing chain of stores. This 
new organization is expected to be on a 
business basis before next fall. 





A. P. Moore, Vice-President 
Pittsburg Steel Products Co. 


Alexander P. Moore, former ambassa- 
dor to Spain, has been elected a vice-presi- 
dent of the Pittsburgh Steel Products Co., 
with headquarters in New York, accord- 
ing to an announcement by Homer D. 
Williams, president of the Pittsburgh Steel 
Co., the parent organization. 





John M. Tuthill Joins the 
Peerless Electric Co. 


Ralph Kroehle, president of The Peer- 
less Electric Co., Warren, Ohio, has an- 
nounced the appointment of John M. 
Tuthill, as general sales manager of the 
company. Mr. Tuthill was formerly con- 
nected with the Niagara Falls Power Co. 
and the Shredded Wheat Co., both of Ni- 
agara Falls, N. Y. 

Phil F. Toman has been appointed sales 
manager of the Motor Division of the 
company and will devote all his time to 
this phase of the business. 





Sears, Roebuck & Co. Plans 
New England Retail Store 


Sears, Roebuck & Co., the large mail- 
order house of Chicago, Ill., has completed 
plans for the erection of a three-story 
building on the Benson estate in North 
Cambridge, Mass., to house another of its 
retail stores. 


Hunter Arms Representatives 
Visit Factory in Fulton, N. Y. 


E. P. Troeh, mid-western representative 
of the Hunter Arms Co., Inc., Fulton, 
N. Y., has just returned to his headquar- 
ters in Chicago, IIl., after spending a week 
at the factory going over the new manu- 
facturing methods and other important 
matters. D. J. Smyers, who represents 
the company in the central States, is now 
at the*factory. E. A. Wadsworth, east- 
ern representative, has started his annual 
trip through New York, New Jersey, 
Massachusetts, and the eastern Coast 
States. 





Triple Metals Corp. Now 
Dudley Lock Corp. 


George D. Full, president of the Triple 
Metals Corp., 107 N. Wacker Drive, Chi- 
cago, Ill., has announced that by authori- 
zation of the board of directors, the com- 
pany will change its name to the Dudley 
Lock Corp. It manufacturers the Dudley 
keyless lock. 





Wooster Brush Sales Meeting 


On Jan. 3 and 4, the entire sales force 
of the Wooster Brush Co. held its semi- 
annual meeting at the plant in Wooster, 
Ohio. Sales policies, plans, and new and 
old products were discussed. 
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General Market News 








Good Spring Trade Expected in 
Hardware—Retail Sales Are Normal 


NEW YORK, Jan. 17.—The Hardware business as a whole gives 


indication of a good spring trade. 


Numerous price changes, mainly 


readjustments, have been made in some sections and others of a 


more general nature will follow very shortly. 
toward firmness and in some cases slight advances. 


The tendency is 
Retailers are 


entering the year with very moderate stocks, and while this is not 
always indicative of impending heavy buying, the outlook for the 
early part of the year, at least, is very satifactory. 

Collections generally are fairly good at this time. 





Week’s Prices Average 95 Per 
Cent, Says Fisher 


Prof. Irving Fisher of Yale University 
announced Jan. 8 that the previous week’s 
prices, based on Dun’s quotations, aver- 
aged 95 per cent of the 1926 level, which 
now for the first time is substituted for 
the pre-war level. Prices for December 
averaged 95.8 per cent and for the year 
94.1 per cent of the 1926 level. The pur- 
chasing power of the dollar was 105.3c. on 
a 1926 basis of 100c. The December av- 
erage was 104.4, and the year average 
106.3, according to the Journal of Com- 
merce. 

Crump’s index for the week on the re- 
vised 1926 level was 94.6, for December 
94.2, and for the year 95.5. 

The Italian index on the revised 1926 
level for the week ended Dec. 31 was 
74, for December 73.8, and for the year 
85.5. 





U. S. Farm Outlook Report to 
Be Issued Jan. 30 


A comprehensive report on the national 
agricultural outlook for the ensuing year 
will be issued Jan. 30 by the Bureau of 
Agricultural Economics, Department of 
Agriculture. Following the issuance of 
the Federal report a number of the State 
agricultural extension services are plan- 
ning to issue State or regional reports for 
the use of farmers in applying the out- 
look information to individual farm needs. 





Linseed Oil Demand Fair— 
New Prices Jan. 10 


Linseed oil demand is reported fair with 
wholesale stocks adequate for current 
needs. Card prices of Jan. 10, f.o.b., 
New York, were in lots of less than 5 
bbl., 10.6 cents per pound; in lots of 55 





bbl. or more, 10.2 cents per pound and 
Calcutta linseed oil in barrels, 15.9 cents 
per pound. 

Boiled oil is 4/10 cents extra per pound, 
double boiled oil, is 5/10 cents extra per 
pound and oil in half barrel lots is 7/10 
cents extra per pound. 


1927 Building Volume Second 
Highest in Country’s History 


The 1927 construction volume was the 
second highest in the history of the coun- 
try, according to F. W. Dodge Corpora- 
tion. Contracts let on new building and 
engineering work in the 37 States east of 
the Rocky Mountains during the past year 
reached a total of $6,303,055,100, which 
was a drop of only 1 per cent from the 
record total of 1926 and an increase of 5 
per cent over the total for the year 1925. 
For the entire country the total 1927 con- 
struction volume was estimated at a little 
over $6,800,000,000, being a loss of 3 per 
cent from 1926, 

There was $477,363,800 worth of new 
construction started in December in these 
37 States, which was a gain of 3 per cent 
over the total for the preceding month 
and a drop of 11 per cent from the total 
for December 1926. Included in the De- 
cember record were: $207,280,600, or 43 
per cent of all construction, for residen- 
tial buildings; $92,657,300, or 19 per cent, 
for public works and utilities ; $86,933,100, 
or 18 per cent, for commercial buildings ; 
$29,988,800, or 6 per cent, for industrial 
projects; and $23,247,600, or 5 per cent, 
for educational projects. 

Contemplated construction projects were 
reported in this territory to the amount of 
$988,915,100 in December. This figure 
shows gains of 20 per cent over the amount 
reported in November 1927 and 9 per cent 
over the amount reported in December 
1926. 


| Domestic Refrigerator Bureau to 
Aid Refrigerator Sales 


In order to furnish educational material 
on the subject of good refrigerators and 
refrigeration for the information of the 
public and as an aid to dealers, The Na- 
tional Refrigerator Manufacturers Asso- 
ciation has just completed the organiza- 
tion of a Domestic Refrigerator Bureau, 
located at 1126 Marquette Bldg., Chicago, 
Ill. Miss Caroline J. Freeman is the di- 
rector of this bureau. 

The members of the association have 
found out that much dissatisfaction on the 
part of the public arises from a lack of 
understanding of the fundamental princi- 
ples involved in food preservation. The 
Bureau will undertake to educate women 
about refrigeration, both directly and 
through dealers, so that they will under- 
stand the importance of refrigeration and 
through intelligent care, reap the benefits 
to which they are entitled. 


U. S. Chamber of Commerce 
Asks Wholesalers to Meet 


The Department of Domestic Distribu- 
tion of the Chamber of Commerce of the 
United States, Washington, D. C., has re- 
quested a national wholesalers’ conference 
for the purpose of determining what part 
wholesaling plays in the changing economy 
of distribution. This conference will be 
held at Washington, D. C., on Feb. 14 and 
15. The meeting will bring together out- 
standing men in the wholesale business, 
who will discuss problems affecting their 
work. W. M. G. Howse will act as chair- 
man, of the conference. Mr. Howse is 
president of Johnston & Larimer Dry 
Goods Co., Wichita, Kan., and president of 
the National Wholesale Dry Goods Asso- 
ciation. 


Two Laws Cause Confusion 
In Oregon Firearms Sale 


A typical jumble and confusion of laws 
relating to the sale of firearms has been 
brought to light by The Honeyman Hard- 
ware Co. Portland, Ore. This firm 
brought to the attention of the city offi- 
cials the fact that the city ordinances make 
it more difficult than do the State laws for 
citizens to get possession of firearms. Un- 
der the State laws, the sale of firearms is 
allowed on permit from a municipal judge 
or city recorder, while the city requires a 
permit from the chief of police and in- 
dorsement of the application of two rep- 
utable citizens. The situation under these 
laws makes it difficult for citizens and 
sportsmen to provide themselves with 
arms, while criminals and “illegal pos- 
sessors” can always be provided, 























42 


HARDWARE AGE for JANUARY 19, 1928 





1928 Business Is Starting Well— 
Chicago Prices Are Firmer 


(Chicago office of HARDWARE AGE) 


CHICAGO, Jan. 17.—With inventories, for the most part, now well 
out of the way, business is beginning to develop very nicely. The 
stock taking has disclosed the fact that dealers’ stocks, generally, 
are rather low which is not surprising in view of the exceptionally 
good holiday business done in hardware lines. Present buying in- 
cludes replacement orders for staple and winter merchandise and 
orders for later delivery on spring and summer goods. All indica- 
tions are to the effect that the hardware trade as a whole will be 
very satisfactory for at least the first part of 1928. 

While prices show no change this week, there is a marked tendency 
toward greater firmness and slight advances on some of the more 


staple items may be looked for. 


The steel industry in the Chicago district continues to show a 
steady recovery from the slump which affected it during the last 
half of last year. While actual production still holds at about 76 
per cent of capacity, specifications and orders are being placed in 
an increasing volume. Prices in all branches are stiffening up and, 


here too, advances are predicted. 


Collections are fair and about the same as last year at this time. 





AUTOMOBILE ACCESSORIES.—Sales 
are rather quiet and prices are un- 


changed. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Spark Plugs.—Splitdorf, for Fords, 
50c. each; regular, 58c. each; Cham- 
pion X, 45c. each; Champion Blue 
Box line, 58c. each; A. C., 53c. each; 
lots of 100, 50c.; A. C. Special Ford, 
36c. each. 

Set ape. —Appleton, No. 3280, 
$6.50 e 

sieteni eae dozen pair lots, 
35 per cent discount. 

Jacks.—National Standard, No. 21, 
$1.30 each. 

Pumps.—Rose, 1% in. cylinder, 
$1.85 each. 

Tires and Tubes.—30 x 3% over- 
size cord tires, $8.30 each; regular 
cords, $6.10 each; gray inner tubes, 
30 x ot $1.24 each; red inner tubes, 
30 x 3%, $1.45 each. 


AXES.—Volume is seasonably large. 


No price changes in early prospect. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Single bit base weight 
axes, unhandled, at $14 per doz.; han- 
dled at $19.25 per doz.; double bit 
base weight axes, unhandled, at $19 
per doz.; handled, at $24.50 per doz. 


BOLTS AND NUTS.—A normal vol- 
ume of business is being received and 


nm are unchanged. 


guste from jobbers’ stocks, 
f.o. hig Chicago: Carriage bolts, cut 
thread, 60 per cent discount; small 
carriage bolts, rolled thread, 60-10 
per cent discount; machine bolts, cut 
thread, 60 per cent discount; small 
machine bolts, rolled thread, 60-10 
per cent discount; all stove bolts, 75- 
10 per cent discount; lag screws, 60 
per cent discount. 


BUILDERS’ HARDWARE.—Jobbers’ 
prices are still unchanged. Sales are 


seasonal. 


We quote from jobbers’ stocks, 
f.0.b. icago: 3% x 3% steel butts, 





old copper and dull brass finish, $2.07 
per doz. pair, case lots, less quanti- 
ties, 9c. per doz. pair higher; 4 x 4 
steel butts, old copper and dull brass 
finish, $2.90 per doz. pair, case lots; 
less quantities, 10c. per dozen pair 
higher; heavy steel bevel inside sets, 
$5.75 per doz. sets, case lots; steel 
bit-keyed front door sets, $1.45 per 
set; wrought brass, bit-keyed front 
door sets, $2.49 per set; cylinder front 
door sets, $6 per set. 


CHAIN.—There is a very good demand 
and prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago in. proof cow 
chains, $8. 50 per 100 lb. Tensco Bull 
Dog and Brown coil we 50-10 per 
cent discount. No. 00-44% electric 
welded cow ties, $2.75 per doz. 

, 


COPPER RIVETS AND BURRS.— 
Prices are very firm and an advance is 
not unexpected. Sales are good. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Copper rivets and 
burrs, 40-5 per cent discount. 


ELECTRICAL MERCHANDISE.— 
Electrical lines are quiet after the 
Christmas rush. Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Electrical merchan- 
dise, No. 14 rubber covered wire, $6.00 
per 1000 ft.; in less than 1000 ft. 
lots, $6.50; No. 18 lamp cords, $12.50 
per 1000 ft.; in 1000 ft. lots, $12; %- 
in. brush brass key sockets, 15%c. 
each; two-way plugs, 45c. each, in 
lots of 10, 40c. each; two-piece at- 
tachment plugs, 7%c. each; dry cells, 
boxes of 50, 32%c. each; less than 
case lots, 36c. each. 

Electrical Appliances.—Iron. Hot 
Pernt $4.20; lots of six, $3.90; Sun- 
beam, $5; lots of six, $4.75. Per- 
colator. TWniversal 9169, $16.65. 

p's Sqpemes Ratio B batteries, 

D 779 EB, $1.40 each; base lots of 5, 
$1.30; No. i $3.40 each; No. 770, 
packages 0 5, ee: No. 772, $2.62 
each; FS of 5, $2.44; No. 486, 
4 each; No. 486," packages of 5, 


Battery ee CE line, lots 
of less than 10, $9.90 each. 








FILES.—There is a steady and normal 
demand and prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago; American files, 60- 10 
per cent off list; Nicholson files, 50 
per cent off list; Black Diamond files, 
50 per cent off list. 


GALVANIZED WARE.—Current sales 
are only fair except for the specials 
being offered for the dealers’ January 
sales. 


We quote from jobbers’ stocks 
f.o.b. Chicago: Standard galvanized 
after made tubs, ng 1, $6; No. 2, 

85; No. 3, $8; qt. galvanized 
after made pails, $2. Ty 12 qt., $2.33; 
14 qt., $2.60; 1 gal. all galvanized oil 
cans, ‘special, $2 doz.; 2 gal., $4 per 
doz.; 3 gal., $5.75 doz.; 5 gal., "$7 doz.; 
1 bu. galvanized baskets, $6.20 doz.; 
No. 26, baled, % bu. galvanized 
measures, $4.50. 


GLASS AND PUTTY.—tThere is a sea- 
sonal slump in sales. Prices are un- 
changed. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Single strength A, all 
brackets, 89-5 per cent discount; ’sin- 
gly strength B, all brackets, 90- -7% 
per cent discount; double strength A, 
all brackets, 89 per cent discount; 
double strength B, all brackets, 90- 5 
per cent discount; putty, pure grade, 
$4.25 per 100 Ib.: commercial, $3.50 
per 100 Ib. 


GLASS SUBSTITUTES.—Orders are 
increasing as the best selling season 
— 


. from jobbers’ stocks, 
in icago: Cel-O-Glass, 100 x 3 
ft., full rolls, $36 each; Glass-Cloth, 
150 x 3 ft., full rolls, $12 each. 


HANDLED HAMMERS AND HATCH- 
ETS.—Sales are quiet except upon the 
lower priced grades. No recent price 
changes. 


HAMMERS— 

We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality, 16 oz. 
nail hammers, $12 doz.; Maydole, 
$12.60 doz.; 16 oz. machinists’ ham- 
mers, first quality, $9.20 doz.; com- 
petitive grade, 16 oz. nail hammers, 
$6 to $8 doz. 


HATCHETS— 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First ry? hatch- 
ets, No. 2 shingling, » $1 oz.; first 
uality hatchets, 2 broad, '$16.40 
oz.; medium eoaiite hatchets, No. 2 
shingling, $8 doz.; medium quality 
hatchets, No. 2 broad, $12.50 doz. 


HANDLES, AGRICULTURAL.—There 
is a slight increase in the volume of 
spring orders being placed at this time. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Hay fork handles, 
straight, chucked and bored, 4 ft., 
$2.40 per doz.; 4% ft., $2.70 per rat - 
XX 4 ft., $3. 90 per doz.; ; 44% f 4.20 
per doz.; ash fork oe” ’ bent, 
chucked and bored, X 4 ft., $3. 90 per 
doz.; 4% ft., $3.20 per doz.; ash hay 
fork’ handles, bent, with strap, fer- 
rule and cap, X 4 ft. » $4.90 per doz.; 
4% ft., $5.25 per doz.; ’ XX, 4 ft., $6.15 
per doz.; 4% ft., $7. 10 per doz.; bent 
manure fork handles, lain, X 4 ft., 
$3.05 per doz.; 4% ft., 3.40 per doz.; 
XX 4 ft., $4.65 per doz.; 4% ft., $5 
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“per doz.; bent manure fork handles, 

with strap, ferrule and cap, X 4% ft., 
$5.25 per doz.; XX 4 ft., $6.65 per 
doz.; 4% ft., $7.10 per doz. : garden 
hoe handles, X 4% ft., $2.60 per 
doz.; XX 4% ft., $3.70 per doz.; rake 
handles, X 5% ft., $3.55 per doz.; 
XX 5% ft., $5.65 per doz.; shovel 
handles, regular pattern, X 4% ft., 
$4.24 per doz.; XX 4% ft., $5.95 per 
doz.; D shovel handles, x; $5.25 per 
doz.; XXX, $8 per doz.; wood D, spade 
handles, X, $4.90 per doz.; D shovel 
handles, x. I. D. L. top, $4.45 per 
doz.; Sturd-E top, $4.50. 


HANDLES, TOOL.—Sales show im- We quote from jobhers’ 
provement over last winter, with no 


marked change in prices. 


We quote from _ jobbers’ 
f.o.b. Chicago: 

Ax Handles.—No. 1 hickory, $4 
doz.; No. 2, $3 doz.; second growth 
hickory, $5 doz.; finest selected sec- 
ond growth, hickory, $6.50 doz. 

Hatchet and Hammer Handles.— 
No. 1, 90c. doz.; finest second growth 
hickory, $1.80 doz. 


stocks, 


NAILS.—Prices are being well main- 
tained and sales are very good consid- 
ering the season. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: l.c.l. quantities com- 
mon wire and cement coated nails, 
current l.c.l. stock orders, $3.00 per 
keg base, Dec. 1, 1927, extras. 


PAINTS AND OILS.—Prices are un- 
changed this week and sales are sat- 
isfactory. 

stocks, 
f.o.b, Chicago: 

Linseed Oil, Raw.—Barrel lots, 86c. 
per gal.; 5 barrel lots, 83c. per gal. 

Linseed Oil, Boiled.—Barrel lots, 
89c. per gal.; 5 barrel lots, 86c. per 
gal. 

Denatured Aicohol.— Barrel lots, 
58%c. per gal.; steel drums, extra $6, 
returnable. 

Turpentine.—Drum lots, 69c. per 
gal. net. 

White Lead.—100 lb. lots, $13.25; 50 
Ib. lots, $6.75; 25 lb. lots, $3.40; 12% 


HINGES.—Prices are unchanged and Ib. lots, $1.75. 


sales are normal. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Heavy strap hinges 
in —-* 4 in., 85c.; 5 in., $1.16; 6 
in., $1.40; 8 in., $2.25; 10 in., $3.62 per 
doz. pair; extra heavy T hinges, in 
bundles, 4 in., $1.21; 5 in., $1.49; 6 in., 
ey .70; 8 in., "$2. 55; 10 in., $4. 10 per 


HOCKEY STICKS.—There is a sea- 


sonally heavy demand. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Boys’ Hockey stick, 
$2 doz.; Youth’s Hockey stick, $4 
doz.; College Hockey stick, $8.25 
doz.; Professional Hockey stick, $20 
doz.; practice pucks, $2.25 doz.; of- 
ficial pucks, $3.50 doz. 


ICE CREAM FREEZERS.—The vol- 


ume of business for later delivery 


showing a steady increase as the spring 


season approaches. 


We quote from jobbers’ stocks, 
4 Chicago: White Mountain, 1 
$4.80 list; 2 qt., $5.60 list; 3 qt., 
$645 list; 4 qt., $8.25 list; 6 qt., 
10.45 list; 8 qt., $13.40 list; 10 qt., 
17.90 list; 12 qt., $21. rH list; 15 qt., 
$25.60 list; 20 qt., $33.20 list: 25 at., 
ne 60 list. Ange 1 at» . list; 2 at.., 
$4.60 list; 3 qt., $5.45 list; 4 qt., $6.80 
ie 6 qt., $8 “60 list; 8 qt., $11. 10, list. 
All the above less 50 per cent dis- 
. Alaska, 1 qt., $2.95 list; 2 qt., 
$3.45 list; 3 qt., $4.10 list; 4 qt., $5 
list; 6 qt., $6.30 list; 8 qt., $8.20 list; 
10 qt., $10.75 list; 12 qt., $14 list; 15 
at., $17 a 20 20 qt, $21.50 list. A dis- 
count of 10 per cent on all 
above AM Acme, 2 qt., galv., $8 
doz.; 2 qt., enamel, $10 per doz:; 4 
qt., enamel, $18 per doz. Above prices 
are net. 


ICE SKATES.—tThere is a good de- 


mand and prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Key Clamp, Rocker, 
men’s and boys’, bright finish, 75c. 
pair. Half: Key Clamp, Rocker, 
women’s and girls’, $1 pair; Key 
Clamp, hockey, men’s and boys’, $1.20 
pair. Half Key Clamp, hockey 
women’s and girls’, $1.40 pair. Tu- 
bular skates, men’s or women’s, 
racer or hockey, $5.50 pair. 


LANTERNS.—Sales are holding up 
well in spite of the lateness of the sea- 


son. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: Long or short globe 
tubular lanterns, $13 per doz. net. 


LARD PRESSES AND SAUSAGE 


Shellac.—(4¥% lb. cuts), white, $2.60 
per gal.; orange, $2.30 per gal. 
English Venetian Red.—In barrels, 
$3.50 to $6.75 per 100 Ib. 
ot Paste.—Barrel lots, 7%c. per 


PREPARED ROOFING.—Orders are 
in much improved volume. Prices are 
low but no changes are reported yet. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Best grade slate sur- 
faced prepared roofing, $1.80 per 
square; best grade tale surfaced, 
$2.05 per square; medium tale sur- 
faced, $1.05 per square; light talc 
surfaced, 85c. per square; red rosin 
sheathing, $55 per ton. 


PYREX WARE.—There is a satisfac- 
tory seasonal demand and prices are 
unchanged. 


We quote from jobbers’ 
f.o.b. Chicago: 

Bread Pans.—No. 212, $7.20 dozen; 
No. 214, $12 dozen. 

New Handled Casseroles.—Round, 
No. 622, $12 doz.; No. 623, $14 doz.; 
Oval, No. 632, $12 doz.; No. 633, $14 
doz.; Shallow Oval, No. 642, $12 doz.; 
No. 643, $14 doz. 

Pie Plates.—No. 208, $6 per doz.; 
No. 209, $7.20 per doz. 

Tea Pots.—2 cup, $21 doz.; 
$24 doz.; 6 cup, $28 doz. 

Utility Pans.—No. 231. $8 doz.; No. 
232, $14 doz. 

Iced Tea Sets.—$4 per set. 


ROPE.—Orders are quiet at this sea- 


son. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 1 Manila standard 
brand, 22c. to 24c. per lb.; No. 2 
Manila, 2lc. per Ilb.; No. 1 Sisal, 
14%c. to 16c. per lb.; No. 2, Sisal, 
13%c. to 15c. per Ib. 


is 


stocks, 


4 cup, 


SAWS.—Sales are fair and prices are 
firm. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Circular cord wood, 
20 in., $2.20 to $3; 22 in., $2.64 to $4; 
24 in., $3 to $4.50; 26 in., $3.50 to $5; 
28 in., $4 to $6; 30 in., $4.75 to $6.50. 


SASH CORD.—The market is very 


firm and an advance is not unlikely. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 7 standard brands, 
$7.90 per doz. hanks; No. 8, $8.90 per 
doz. hanks. 


SASH PULLEYS.—The demand is 


STUFFERS.—Continued cold weather rather light and prices are unchanged. 


is holding sales up remarkably well. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Enterprise No. 25, 4 
qt., $8 each; No. 31, 6 qt., $8.65 each; 
No. 35, 8 qt., $9.50 "each. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Common sash pulleys, 
55c. per doz.; barrels, 50c. per doz.; 
Common Sense, 2 in., 55c. doz.; bar- 
rels, 50c. doz.; No. 110, 50c. doz.; 
barrels, 45c. doz. 








SCREWS.—There is a good demand 
the recently advanced prices. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Flat head bright 
screws, 50-10 per cent; round head, 
blued, 45-10 per cent; flat head brass, 
45-10 per cent; round head, brass, 
40-10 per cent. 


at 


SKIS.—Sales are good, due to the con- 


tinued snows. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 5 ft. Norway Pine 
skis, $1.05 per pair; 5 ft. mahogany 
finish Magnolia skis, $1.60 per pair; 
5 ft. Northern White Ash, $1.85 per 
pair. 


SOLDER AND BABBITT.—Sales are 


fair and prices are stronger. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Warranted 50-50 sol- 
der, $39.60 per 100 lb.; medium 45-55 
solder, $35.60 per 100 Ib.; tinners 40- 
60 solder, $33.15 per 100 Ib.; high 
speed babbitt metal, $20 per 100 Ib.; 
standard No. 4 babbitt metal, $13 
per 100 Ib. 


STEEL SHEETS.—tThere has been no 


actual change in the market, which 
strongly held. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: 28 gage galvanized 
sheets, $5.30 per 100 1b.; 28 gage black 
sheets, $4.20 per 100 Ib. 


is 


STOVE PIPE, FURNACE PIPE AND 
ELBOWS.—Prices -are firm and there 


is a continued heavy demand. 


We quote from jobbers’ stocks, 
f.o.b. Chicago 28 gage, 6 in., Blued 
Stovepipe, 13c. per ft.; 28 gage, 6 in., 
Corrugated Elbows, $1.45 per doz.; 
17 in. Galvanized Coal Hods, $4.85 
per doz.; 17 in. Competition Coal 
Hods, $4.35 per doz. 


TRAPS. — Sales continue especially 
heavy with the factories struggling to 


keep up on deliveries. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 0, $1.10 per doz.; 
No. 1, $1.38 per doz.; No. 1%, $2.44 
per doz.; No. 2, $3.36 per doz. 


WIRE PRODUCTS.—Orders are in- 
creasing substantially in volume. No 


recent price changes. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 9 black annealed 
wire, $3.20 per 100 lb.; No. 9 gal- 
vanized plain wire, $3.65 per 100 lb.; 
eatch weight spools galvanized cattle 
or hog wire, $3.70 per 100 lb. Pol- 
ished fence staples, $3.45 per 100 Ib. 
Wire cloth, black, 12-mesh, $1.85 per 
100 sq. ft.; galvanized, 12-mesh, $2.05 
per 100 qt. ft.; .bronze, 14-mesh, $5.60 
per 100 sq. ft. Galvanized poultry 
netting: Galvanized before made, 60 
per cent discount; galvanized after 
made, 50-10 per cent discount. 


WRENCHES.—Sales are normal and 


prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Agricultural wrenches, 
60-10-5 per cent discount. Coes 
wrenches, 40-10 per cent discount; 
"engineers’ wrenches, 50-10 per cent 
discount off new list;  Stillson 
wrenches, 70-10 per cent discount; 
Trimo, 70-5 pet’ cent discount. 

Snap-on Wrenches.— Radio and 
electrical sets in metal cases, $2.7 15; 
No. 101, Master Service Set, $13.7 
No. 202, Heavy Duty Set, $8.80; No. 
404, Flexible Socket Set, $8.80; No. 
608, Crankcase Drain Plug Socket, 
$3.20; No. 90 Square Socket Set 
$3.70; No. 1817, Giant “Snap-on” with 
extra heavy duty ratchet, $27.35. 
All Snap-on Wrenches less 33% per 
cent discount. 
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Pittsburgh Reports Trade Still 
Sluggish—Average Collections Slow 


(Pittsburgh office of HARDWARE AGE) | 


PITTSBURGH, Jan. 17.—The hardware trade in this locality is rather | 
slow in emerging from the letdown which this year, as in other years, 


attends the annual inventory period. 


While there seems to be a free 


flow of paints and painting materials to the retailers, the report about 
the movement of other hardware store items is that it is still sluggish. 
The average of reports suggest that the retailers are opening the new 
year with moderate stocks, but such statements have lost the barometric 
importance they once possessed or since distributors generally acquired 
the habit of gaging their requirements by what experience had shown 


them they could move within a definite period. 


The retailers now place 


complete reliance upon the ability of the manufacturers or the jobbers 
to supply goods at short notice and it no longer means much that they 
may be “sailing close to the wind” with respect to stocks. 

Jobbers’ salesmen are back on the road and so also are the road men 
of the manufacturers, a small army of the latter having lately descended 


upon Pittsburgh. 


The former seem to be faring better as to orders, 


because jobbers generally placed a good many orders in December for | 


January shipment and are not now in a buying mood. 


No further price 


changes of importance lately have come out. Horseshoe calks have been 
given a stiff boost in price and the common explanation for a 25 per | 


cent advance is that as the market is not as broad as it was some years 
Collection reports still vary, but the 


ago, producing costs have risen. 
average is on the slow side. 


AUTOMOBILE ACCESSORIES.— 
There is not much life to the trade. 
Lack of snow and ice affects the sale 
of chains, and the season’s require- 
ments for the anti-freeze liquids for 


radiators appear to be largely satis- 


fied. Jobbers quote: 
Alcohol.—In barrel lots, 


49¢e. to 57e. 
¥ 55-gal. drums, $2.25 per 
.; 30-gal. drums, $2.30; 3-gal. cans, 
2.45. 
Prestone.—Eveready, $3.60 per gal. 
Chains.—-Lots of 1 to 9 pairs, 30 per 
cent off list: lots of 10 to 49, 35 per 
cent off list; lots of 50 or more, 40 
per cent off list. 
_Freezmeters.- Best, 60c. each; good, 
makes, 


rc, 
Hydrometers. Standard 


65c. each. 
AUTOMOBILE TIRES AND TUBES. 
—Winter wear and tear on tires is be- 
ginning to bring replacement, and sales 
show an appreciable gain this month 
as compared with the past few. Job- 
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BATTERIES.—There has been no no- | 
ticeable let-down in the demand for dry | 
cell radio batteries and there is a fair | 


movement for other purposes. Jobbers | 
quote: 
Packages Packages 
Broken Unit 
TS ares $1.05 $0.97 
No. 486 3.85 3.33 
_.. are 1.22 1.14 
SS ean 1.22 1.14 
| Eee rr 1.40 1.30 
OME oy cd heotek @ 2.62 2.44 
No. 772 2.62 2.44 
co Saat 3 re Se ae 3.40 3.17 
Se: Se eee .42 .39 
Pe, Gal Neo secsas 40 36% 
No. 6 dry cells, ignitiog type unit | 
package, 32'%c. each. 
Flashlights.—No. 935. 9%4c. each; 
No. 256, 9\%4c.: No. 790, 18%c.;: No. 
705, 28c.: No. 750, 18%ec.: No. 761, 25e. 
No. 1461, $1.67; No. 1661, 


bers quote the popular sizes of tires | 
and tubes sold by the hardware trade: | 


pressure, cord, 30 
x 3% in. clincher, $6.10 each; same, 
extia size, $8.30; 31 x 4 in., $13; 32 
x 4 in., $13.80; 33 x 4 in., $14.50; 32 
x 4% in., $18.75; 33 x 4% in., $19.50; 
34 x 4% in., $20.20; 33 x 5 in., $25.50; 


Casings.—High 


baloon, 29 x 4.40 in., $9.15; 30 x 5 
in., $13; 31 x 5 in., $13.55; 30 x 5.25 
in., 20 in. rim, $15.15; 21 in. rim, 
$15.65; °0 x 5.77 in., $20.85: 30 x 6 
in.,. $20.40; 32 x 6 in., 20 in. rim, 
$21.10; 21 in. rim, $21.80. 

Tubes.—High pressure, tan. 30 x 
3% in. clincher, $1.60 each; 31 x 4 


in., $2.40; 32 x 4 in., $2.50; 33 x 4 in., 
$2.60; 32 x 4% in., $2.90; 33 x 4% in., 
$3; 34 x 4% in., $3.10; 33 x 5 in., $3.75: 
gray tubes sell 15c. to 50c. less: bal- 
loon, gray, 29 x 4.40 in., $1.85; 30 x 5 
in., $2.25: 31 x 5 in., $2.30; 30 x 5.25 
in., 20 in. rim, $2.55; 21 in. rim, $2.65; 
°0 x 5.77 in., $3.10; 32 x 6 in., $3.10; 
33 x 6 in., $3.35. 


| BUILDERS’ 
| business still is only fairly active, but 


Hot Shot. 
2.37 


<-0l. 


BOLTS, NUTS AND RIVETS.—Some 
pickup in the demand is noted, but it 
is still far from active. Prices are | 
firm. Jobbers quote: 
Bolts.—A'l styles, except stove and 
tire bolts, per 100 pieces, 60 to 62% 
per cent off list; stove bolts, 75 and 
10 per cent off list: tire bolts, 50 and 

10 per cent off list. 


Nuts.—All styles, 60 to 62% per 
cent off list. 

Rivets.—I arge, $3.50 lase per 100 
pieces; smal! wagon and tinneis’ riv- 


ets, 60 per cent off list. 


HARDWARE.—Actual. 


dealers are figuring against more busi- 


ness than recently and expect larger | 
Jobbers | 


sales in the next few weeks. 


quote: 

Butts.—Ball tip, plated, dull brass 
and antique copper, less than case 
lots. 3 in. x 3 in., $18.50 per 100 pair: 
38% in. x 3% in., $19; 4 in. x 4 in., 
30. 


| good demand for ice skates. 
; quote: 





Hinges.—Heavy strap, 6 in., $1.85 
per doz.; 8 in., $2.95; 10 in., $4.80; 


extra heavy, T, 6 in., $2.30 per doz.; 
8 in., $3.40; 10 in., $5.40; light strap, 
with screws, packed one pair in a 
box, 3 in., $9.60 per 100 pair: 4 in., 
$11.60: light, T. 3 in., $11 per 100 
pair; 4 in., $12.60. 

Hasps.— Hange, without screws, 
single dozen ‘ots, 3 in., 65¢c. per doz.; 
4% in., 79¢c.; 6 in., $1.05; safety, 3 in., 


97¢. per doz.; 4% in., $1.14: 6 in., 
$1.60. 
Garage Sets.—Swinging hinges, 10 


in., $3.10 per set. 
COMMUNITY WARE.—A revision in 
resale prices works out to the advan- 
tage of the retailer, who will now op- 
erate on a somewhat increased margin 
of profit. 


HEATERS.—The weather still is too 
mild for a good call for this item. In 
some of the retail stores, yrices aie 
being reduced to stimulate sales. Job- 
bers quote: 

Oil Heaters.—According to size and 


style, $3.75 to $6 each. 

Gas Heaters.—Radiant type, $9 to 
$65 each; reflector type, $2.25 to 
$13.50. 


LEATHER STRIPS.—Prices are strong 
in sympathy with the leather market, 
with jobbers quoting from 65c. to 85c. 
per lb., according to selection. 


PAINTING SUPPLIES.—Turpentine is 


up sharply, but other items are priced 
where they were a week ago. Advance 


| spring business is in good volume. 


Price to retailers: Ready mixed 
paints, best grades, $2.60 per gallon; 
lower grades, $2; white lead, 13%4c. 
per Ib. in 190-Ib. lots; 10 per cent less 
in lots of 500 Ib. or more and extra 4 
per cnt less in lots of a ton or more; 
turpentine, 75c. per gallon in barrel 
lots: raw linseed oil, 11.3¢c. per Ib. in 
barrel lots. 


SKATES.—The weather is against a 
Jobbers 


Ice Skates.— Winslow ‘ine, No. 2119, 
65c. per pair; same, L. S., $1.12: No. 
2120, $1.20: same, L. S., $1.50; No. 
2140, $2.20: same, L. S., $2.50. 


SLEDS.—This winter is as poor in 
sales as last winter was good. There 
has been too litttle snow in this part 


| of the country for sales to amount to 


much. Jobbers quote: 

Flexible Flyer, No. 1, $3.75 each; 
No. 2, $4.75; No. 3, $6; No. 4, $6.50, 
subject to dealer’s discount of 35% 
per cent; Lightning Guider, No. 19, 
$1 each; No. 20, $1.20; No. 21, $1.40; 
No. 22, $1.60 net. 


WEATHER STRIPPING.—tThere is 
still some call, although it is not as 
large as it was earlier in the winter. 
Jobbers quote: 

Meta-Felt, % in., $19.50 per 1000 
ft.: % in., $26 per 10.0 ft.; cushion, 
al felt, No. 18, $2.40 per 100 ft.; No. 
19, $2.85 per 100 ft.; No. 20, $3.25 per 
100 ft. 

Burfo, hard 
lengths, 5c. per 
5%ec. per ft. 


3 and 4 ft. 
Numetal, 


bronze, 
fit. net. 























WINDOW VENTILATORS.—There is | Fence Wire 








(per 100 lb.) 
no other easy way to keep the homes | ‘No ¢ to 9 gage 
comfortable than through the use of No. ” ot seeeeeeee 
window ventilators, and sales reflect lil ate ag 
that fact. Jobbers quote: ge aerate 
No. 01, $4.40 per doz.; No. 08, Ng ee te a 
te No. 1, $5.20; No. 2, $5.60; No. ly Fleder 
3 $6.40, i a 
Hl Barbed wire (per 80-rod spool): 
WIRE PRODUCTS.—tThere is not Wiasett CREAG soars ic cas sos Fees $2.90 
* 128 . . 9. ; ‘ 

much activity yet in nails and other Saco eed Pesce cetenereeceenecs ae 
common wire products. The mills are MRRANE CONEIOL 4 Biss oc cuehie ns cece 3.10 
firm in their demand for the new base 2-point cattle (special) eer ree 
price, and the new extras and jobbers Pay Woven Wire Fence (per 100 
generally have adopted the new sched- WN os os ca BO TONS can soe $39.00 
ule 1047-09 COS eH OSES eee sr eaeeeses eee 54.75 

i MONS Gag oaks hk alo vw peskeien aaa e 

We quote from Pittsburgh jobbers’ EOE 2h oy hint cows + tac we 36.15 
stocks: | QI0ET ct paar 35.00 


WO oon ean cia eeu oew ere ave, S008 
Poultry: 

WG EE oscastacar Wea deatcacar $35.60 

No; 3048 ..:.. itdesahe sige Sein aes 43.00 

at a rn eee 48.50 


Steel Fence Posts: 
Galvanized, Painted, 
Tubular Formed 


NG? nc eo het a POC oS a MR ee 
6 ft. ..............65¢@.each 88c. each 
Be hae ce neaes ...65ce. each 40c. each 
CERN. ice thc mice mamas oe 45c. each 


Bright nails, base, per keg, $2.85. 
WOOD SCREWS.—Jobbers are gener- 
ally quoting the higher prices dictated 
in the recent advance by manufac- 
turers. 


HORSE-SHOE CALKS.—An advance 





of approximately 25 per cent has been 
made in Giant and Neverslip calks. 


Good Spring Sales Outlook in Twin Cities 
Prices Are Firm with Several Changes in Sight 


(Minneapolis office of HARDWARE AGE) 

MINNEAPOLIS, Jan. 17.—Inventories are fairly well out of the way 
and attention is turning toward the coming spring selling season. Deal- 
ers and jobbers alike are planning for a larger and better year in the 
Northwest tributary to the Twin Cities. 

From all indications this year will go well ahead of last in the matter 
of sales totals. Good crops last year, with the resultant wiping out of 
old indebtedness in those parts of the territory where it still existed, 
and prospects for another good year are making merchants hopeful. 

Little attention has been paid so far to the matter of changing prices, 
either by jobbers or retailers. This letter will carry changes, how- 
ever, in the very near future. 

The Northwest (Minnesota, the Dakotas and Northern Michigan) had 
$3,032,600 in contracts for new construction work during December. The 
above figure showed losses of 39 per cent from the preceding month and 12 
per cent from December, 1926. Included in the December building record 
were: $1,412,700, or 47 per cent of all construction, for public works and 
utilities ; $1,131,000, or 37 per cent for residential buildings ; and $282,400, 
or 9 per cent, for commercial buildings, say the Dodge reports. 

The year 1927 closed with a total construction volume of $83,816,700, 
which was a loss of 18 per cent from the total for the previous year. 

Contemplated new work as reported in December in the Northwest 
reached a total of $8,053,800, which was a drop of 23 per cent from the 
amount reported in November, 1927, and December, 1926. 


AXES.—Demand is fair, with stocks | a very good year in the building field 
ample for the present call. Prices show | in this section of the country. 


no changes. | We quote from jobbers’ stocks, 
7 - ; ener em f.o.b. Twin Cities: 3% x 3% steel 

PP hg ein ann ipobers ae. | butts, old copper and dull brass fin- 
weight axes, $16; double bit base | ish, 19c. pair, in less than case lots, 
weight, $21.50; Plumb Dreadnaught, ae ge pens ng ‘ as oe 
single bit, unhandled axes, $14.50; a copper on Ye a 
double bit, $19.50; handled single bit, ish, 26c. pair in less than case lots, 
$19.25; double bit, $24.25 per doz. net 25c. pair in case lots; broad bevel 

yes nh diese - : steel inside sets, old copper or dull 


BOLTS.—Call for bolts is still light, brass finish, one piece knobs, less 
with stocks being refilled since inven- than case lots, $7 doz. sets, case lots, 


. $6.75 doz. sets; steel bit-keyed front 
tory. Prices have not changed. door sets, $1.60 per set; wrought 
We quote from jobbers’ stocks, 


brass outside trim, bit-keyed front 
Bw ae - i - loor sets, $1.85 per set; cylinder 
f.o.b. Twin Cities: Carriage and ma- | Mn — a4 Sete 
chine bolts, all sizes, 60 per cent; | front door sets, $6.50 per set. 
stove bolts, 75-10 per cent; and lag 
screws, 60 per cent from standard 
lists. 


Light plain strap hinges, 3 in., 56c. 
| doz. pair; 4 in., 75c. doz. pair; heavy 
| plain strap hinges, 4 in., 98c. doz. 
pair; 5 in.. $1.22 doz. pair; 6 in., $1.56 
doz. pair; light plain tee hinges, 3 in., 


BUILDERS’ HARDWARE.—Retailers 

are busy in their estimate departments 62c. doz. pair; 4 in., 78c. doz. pair; 
ith j f th ° ’ heavy plain tee hinges, 4 in., $1.06 

wi : plans or e coming season's doz. pair; 5 in., $1.20 doz. pair; 6 in., 

building operations. Prospects are for $1.‘40 doz. pair; 8 in., $1.95 doz. pair; 


extra heavy plain tee hinges, 4 in., 
$1.28 doz. pair; 5 in., $1.58 doz. pair; 
6 in., $1.89 doz. pair; 8 in., $2.83 doz. 
pair; 10 in., $4.53 doz. pair net. 


| CHAIN.—Demand is steady, with stocks 
well assorted. Prices are unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Log chain, % x 14, 
$13.85; % x 14, $10.90; ™% x 14, 
$10.15; Proof coil chain, % in., $12; 

3% in., $8.90; % in., $8.30, and % 
in., $9.85 cwt., net. 

EAVES TROUGH CONDUCTOR PIPE 
AND ELBOWS.—Dealers are _ begin- 
ning to plan their stocks for the year, 
and some shipments have been made. 
Prices are unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Eaves trough, 28- 
ga., 5 in., S. B., slip joint, in crates, 
$5.50 per 100 ft.; conductor pipe, 28- 
ga., 3 in., in crates, not nested, $5.40 
per 100 ft.; 3 in., $1.73 doz. net, 

OIL HEATERS.—Sales are _ rather 
light, and stocks are kept accordingly. 
Prices show no changes. 

We quote from jobbers’ stocks, 
f.or. Twin Cities: Nesco Perfect Oil 
heaters, No. 12, $5.50; No. 15, $7; No. 
016, $8.25; No. 0190, $10.50; No. 151, 

7 ; No. 0161, $8.75; No. 0191, $11; 
No. 505, Giant, $11.25; No. 605, $12.75 
each, with discount in quantities less 
than ten, 30 per cent; ten or more, 
30-5 per cent. 

NAILS.—Dealers are starting slowly 
| to stock up after the inventory. Prices 
have been steady for some time. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard wire 

} nails at $3.10 per keg, base, and ce- 

| ment coated wire nails at $3.10 per 

| 100-lb. keg, base. 

PAINTS AND WHITE LEAD.—De- 
| mand still is stronger for interior deco- 
| rative materials, with stocks being 
| slowly filled up for the coming season. 
| The real movement in this respect will 
not come for some weeks. Prices have 
not changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: First grade house 
paint at $2.55 per gal., in 1-gallon 
cans; second grade house paint at $2 
per gal., in 1-gallon cans, and white 

lead in 100-Ib. containers at $12.48 

| cwt. 

| PUMPS.—Prospects for the year are 
very good in the water supplies’ lines. 


| We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Deming No. 440 





| 
| 
| 
| 
| 
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plain spout windmill force pumps, 
6 in. stroke, $6.85; adjustable, stroke, 
$7.50; No. 495 Underground discharge 
windmill force, adjustable _ stroke, 
$14.35; No. 415, $14.65; No. 103, hand 
lift, 6 in. stroke, $14.25; No. 182 hand 
lift, 6 in. stroke, 6 ft. set length, 
$5.25 each, net. 
PYREX OVENWARE.—Demand is 
fair, with stocks well filled for this 
season of the year. Prices have not 
changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: No. 623 casseroles, 
$1.17; No. 624 casseroles, $1.33; No. 
634 casseroles, $1.33; No. 212 bread 
pans, 60c.; No. 200 pie plates, 67c.; 
No, 209 pie plates, 60c.; No. 231 util- 
ity dishes, 67c.; No. 12 tea pots, $1.67; 
No. 26 tea pots, $2.33, and No. 953 
percolator tops, 7c. each, net. 


REGISTERS.—Stocks are in good con- 
dition, with sales at a fair rate. Prices 
are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Cast iron regis- 
ters, 20 per cent and wrought steel 
registers, 40 per cent from lists. 


REGISTER AND RADIATOR 
SHIELDS.—Demand is steady, with 
stocks ample for the call. Prices are 
unchanged. 


quote from jobbers’ stocks, 
f.o.b. Twin Cities: Floor register 
shields, $12 doz.; wall, $6 doz., and 
sheet steel adjustable radiator 
shields, $2.67 to $4.37 each, net. 


ROPE.—Sales are steady, though not 
particularly heavy. Prices are un- 
changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade manila 
rope at 25%c. Ib., base, and best 
grade sisal rope at 17c. lb., base. 


SCREWS.—Sales are steady, with fair 
volume. Prices are unchanged. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Flat head bright 
wood screws at 85 per cent; flat head 


japanned, 70-20 per cent; round head 
blued, 80-15; flat head, brass, 80-10; 





and round head brass, 75-20 per cent 
from lists. 


SKATES.—There is still a good demand 
for skates, with dealers beginning to 
show interest in roller skates for the 
coming season. Prices have not 
changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Plain steel roller 
~~ jéc. pair; Speed King, boys, 
$1.3 pair; girls, $1.40 pair; ice 
Sater, Neston Johnson, North Star, 
aluminum finish $7 
finish, $8 pair; Union, 3 
pair; "No. 07, $1.07 pair; No. 424% L, 
$1.93 pair; No. 52414, $1.27 pair: No. 
524%4L, $1.55 pair; No. 1624, 84c. 
pair; No. 5624, $1.12 pair; No. 562%, 
$1.44 pair, net. 

SNOW SHOVELS.—Demand shows a 
slight decrease lately, with stocks still 
wellassorted. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Bonanza wood 
snow shovels, $17.40; steel blade, 
straight handle, $14.15; galvanized 
steel blade, 15% x 17, D handle, $10, 
and same, 16 x 21, $10.65 doz., net. 


SOLDER.—The market is steady on 
solder, with demand rather light. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Strictly half and 
half solder at 38c. lb.; and war- 
ranted half and half solder, 39c. Ib., 
net, in 100-Ib. lots. 


STEEL SHEETS.—Sales are fair, with 
stocks well filled. Prices have not 
changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Galvanized steel 
sheets at $4.90 cwt., base (24 ga.), 
and black steel sheets at $3.95 cwt., 
base (24 ga.). 

STEEL GAME TRAPS.—Demand 
fair, with prices unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: our, game traps, 

0 0; No. 1, $1.38; No. 1%, 
2, $3.36; Oneida jump, 
54; No. 1, $1.83; No. 1%, 
$2. 81 doz, net 


TIN.—Sales are steady, though rather 





light at present. Prices are still firm. 
We quote from _ jobbers’ stocks, 
fo.b. Twin Cities: Furnace coke tin, 
ICL, 20 x 28, $14.50 box, and roofing 
tin, IC, 20 x 28, 8-lb. coating, $15.50 
box, net. 


WEATHER STRIPS.—Sales are still 
good, although they show some signs 
of lessening. Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: No. 70, felt weather 
strip, “@< No. 71, 2.10; No. 7144, 

» $4.20; No. 8 flexible rub- 
ber, $1. 50 "No. 9, $1.80; No. 10, $2.40; 
No $3; Flex-O- Mold, 500 ft. rolls, 
$2. 55 Wits, 500 ft. rolls, $4.40; Bos- 
ley’s, 500 ft. rolls, $3.94 per 100 ft., 
net. 


WINDOW VENTILATORS.—Sales are 
still very good—in fact, this is an ex- 
cellent time of year to sell ventilators. 
Prices are unchanged. 

We quote from _ jobbers’ stocks, 
f.o.b. Twin Cities: No. 02 steel frame 
window So $4.80; No. 
$5.60; No. 3, $6.40; ‘and No. 4, $7. 60 
doz., net. 


WIRE.—Demand is at a low point in 
regard to retail, but dealers are begin- 
ning to fill in their stocks. Prices are 
firm as quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Galvanized cattle 
wire, $3.09 per 80-rod spool; gal- 
vanized hog at $3.30 per 80-rod spool; 
special galvanized hog (14 ga.) 2. 47 
per 80-rod spool; smooth black iron 
wire, No. 9, $3.10 cwt., and smooth 
galvanized wire, $3.55 for No. 9, net. 


WRENCHES.—Demand for wrenches 
is beginning to increase. Garages and 
shops are starting their activities for 
the season. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Agricultural 
wrenches, 60-10 per cent; key model 
wrenches, 45 per cent; engineers’ 
wrenches, 50-10 per cent, and Trimo 
pipe wrenches, 65 per cent from list. 
Bemis & Call long sleeve nut, 10 in., 
$1.70; 12 in., $2.06; 15 in., $2.75 each, 
net. 





The Essenjay Dishwasher 


Steele & Johnson Mfg. Co., 280 Madi- 
son Avenue, New York City, whose fac- 
tory is at Waterbury, Conn., recently placed 
before the retail trade the Essenjay Dish- 
washer. 

This device has been designed to elimi- 
nate the drudgery of dishwashing, dish- 
cloths and the soaking of hands in hot, 
greasy water. It consists of the dish rack, 
the silver basket, a soft brush, a stiff brush 
and the washer. 

Dishes to be cleaned are placed in the 
rack and the silver in the basket. Waste 
ends of soap are put in the soap container 
of the washer, and rubber hose is attached 
to the hot-water faucet. The water comes 
out of the nozzle, onto the dishes and sil- 
ver, in a strong, fan-like sheet. By turn- 
ing the handle the water can be changed 
from soapy to clear. Pots and pans are 
cleaned with the brushes, which can be 
attached to the washer and used when the 
water is flowing, if desired. 

All metal parts are made of nickel- 
plated brass. The rubber hose is of good 
quality and the handle is of black enam- 
eled hard wood. The faucet connection 





will fit any faucet and is leak-proof. 





“Trowel Brand” Tool Catalog 


Goldblatt Tool Co., Kansas City, Mo., 
manufacturer of “Trowel Brand” masonry 
tools, recently issued a new catalog. It 
describes, illustrates and lists a large and 
complete line of tools for plasterers, brick- 
layers, tilesetters, etc. Copies will be sent 
to dealers upon written request. 


1928 Calendar Poster Issued 
by the F. E. Myers & Bro. Co. 


The F. E. Myers & Bro. Co., manufac- 
turer of pumps, water systems, hay tools, 
door hangers, etc., of Ashland, Ohio, has 
recently issued its new 1928 Calendar 
Poster. This poster is similar to those 
that have been mailed to the trade for over 
forty years, but has a new attractive head 
and many new illustrations of Myers prod- 
ucts which have been brought out since the 
1927 edition was printed. 

Over 40,000 copies have been sent to 
dealers and distributors and several thou- 
sand are being held at the plant to fill re- 
quests which will come in. Any dealer can 
have a copy, if he will but write to the 
company. It should prove handy for ref- 
erence purposes in making sales. 
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As Prices Advance New England Retail 


Dealers Are Inclined to Buy Heavier 


(Boston office of HARDWARE AGE) 


BosTON, Jan. 17.—Weather conditions the past week in New England 


were more springlike than winterish. 


It has been difficult, therefore, 


for the retail dealer to sell ice skates, sleds, snow shovels, snowshoes, 


skiis, sidewalk cleaners and similar merchandise. 


In fact, sales of such 


merchandise have been at a minimum and that fact is reflected in the 


movement of goods out of jobbing warehouses. 


Weather conditions 


were favorable, however, for the sale of paints, merchandise involved 
in home and building construction, automobile accessories, etc. 
The weather, possibly, has not alone accounted for a freer buying 


movement. 


hardware are more likely to be higher than lower. 
already have been made on standard merchandise. 


Suddenly there have been indications that most lines of 


Numerous advances 
The retailer, feel- 


ing in his bones, that things are to be higher, is not only replenishing 
stocks of standard merchandise that might sell every day the remainder 
of 1928, but he is anticipating his future requirements on seasonable 


merchandise more freely than noted in months. 


Furthermore, the re- 


tail dealer is buying in larger quantities than heretofore, the policy of 
hand-to-mouth buying apparently having been discarded, temporarily 


at least. 


The New England States had $30,862,600 in contracts for new con- 


struction work during December say Dodge reports. 


The above figure 


showed a loss of 27 per cent from the total for November, 1927, and was 


7 per cent less than the total for December, 1926. 


Included in last 


month’s construction record for this district were the following items of 
note: $14,955,600, or 49 per cent of all construction, for residential 
buildings; $6,748,300, or 22 per cent, for public works and utilities; 
$2,575,800, or 8 per cent, for commercial buildings; and $1,852,400, or 
6 per cent, for hospitals and institutions. 

The year 1927 closed with a total construction volume of $412,767,300, 
being a loss of 6 per cent from the amount ($441,183,100) for the pre- 


vious year. 


Contemplated construction planned in the New England States in De- 
cember amounted to $50,597,000, which is a gain of 25 per cent over the 
amount reported in December, 1926, but was a loss of 12 per cent from 
the amount reported in November, 1927. 





BARBED WIRE.—Jobbers are begin- 
ning to get orders for barbed wire, 
fence wire and staples for future deliv- 
ery. This forward buying is earlier 
than it was last year. 


We quote from Boston jobbers’ 
stocks: 

Barbed Wire.—Factory shipments, 
four point, in car lots, $3.30 per reel 
net; in less than car load lots, $3.55. 
Two-ply twisted, in car lots, $3.30; 
in less than car lots, $3.55. Eighty- 
rod reels, four point, in car lots, 
$2.80; in less than car lots, $3. Two- 
ply twisted, in car lots, $2. 41; in less 
than car lots, $2.58. 

Fence Wire. — Factory shipments, 
galvanized smooth, in car lots, $3.20; 
in less than car lots, $3.45. 

Staples.—Factory shipments, gal- 
vanized fence, in car lots, $3.30 per 
keg net; in less than car lots, $3.55. 


BASEBALL GOODS.—Although it is a 


little early for such bookings, jobbers 
are securing orders for baseball goods, 
particularly for bats and balls. The 
mild open winter undoubtedly accounts 
for the early buying. 

We quote from Boston jobbers’ 


stocks: 
Baseball Bats.—Babe Ruth, $16.20 
er doz. net; Eddie Collins, $16.20; 


arry Heilmann, $16.20; Babe Ruth 





Jr., $7.20; Bin-Go, $12; burnt oil fin- 
ish, $10 0.80. 

Baseballs. — With rubber centre, 
$14.50 per doz. net; with cork and 
rubber centre, $14.50; Professional 
League, $8; Boy’s League, $3.50; 
Junior League, $2.75; Dollar Lively, 
No. 7, $6. 


COCOA MATS.—Cocoa mats are sell- 
ing every day, but in small quantities. 
Prices recently were marked up about 5 
per cent by jobbers here. Revised prices 
follow: 

We quote from Boston jobbers’ 


stocks: 

Cocoa Mats.—No. 1, 14 x 25 in., 
65c. each net; No. 2, 16 x 27 in., 
88c.; No. 3, 18 x 30 in., $1.13. Key- 
stone steel wire mats, No. 2, 18 x 30 
n., $1.47 each net. 

CONDUCTOR PIPE.—The open win- 
ter has permitted active building op- 
erations in many parts of New Eng- 
land. As a result conductor pipe, which 
usually has little call at this time of the 
year, is moving out of jobbers’ stocks. 


We quote from Boston jobbers’ 
stocks: 

Conductor Pipe.—Steel, 28 gage, 2 
in., in lots of 250 ft., 18c. per ft. list; 


3 in., 20c. Discount, 60 and 15 per 
cent. Toncan, 28 gage, 2 in., 18c.; 3 
in., 20c. Discount 45 and 10 per cent. 





Sheet steel, 28 gage, 2 in., 18c.; 3 in., 
20c. Discount, 75 per cent. Higher 
prices are asked for smaller lots. 
Elbows.—Round, corrugated, steel, 
28 gage, No. 2, 2 in., 30c. each * - 
lots of 300; 3 in., 36c. No. 3, 
30c.; 3 in., 36c. Discount, 60 ‘and 16 
per cent. Toncan iron, o. 2, 2 in., 
40c. each list in lots of 300; 3 in., 
48c., No. 3, 2 in., 40c.; 3 in., 38c. Dis- 
count 55 per cent. Higher prices 
are asked for smaller lots. 


GARAGE HARDWARE.—The recent 
revision in garage hardware prices has 
stimulated rather than hurt business. 
Buying is not brisk, but it is very much 
better than it usually is in January. 


We quote from Boston jobbers’ 


stocks: 
Door Sets.—Garage, Stanley line, 
No. T2505J, 8 ft., with track, $5.45 per 


set; No. 2510J, without track, $5.80; 
No. 1775J, $2.80; No. 1776J, $2.80; No. 
177J, $6.50 

Hangers.—Stanley line, No. 77, 8 
ft., $8 per set net; No. 77, 16 ft., $16. 
Straight track, No. 77R, 1 ft., 20c. per 
ft., 144 ft., 15¢.; 2 ft., 15¢. 

Holders.—Stanley line, No. 1774J, 
$1.70 per pair net; No. 1773J, $3.05. 


NAILS.—There is a steady, although 
not large, flow of all kinds of nails out 


of jobbers’ stocks. The demand for 
wire kinds is better than for others. 
We quote from Boston jobbers’ 
stocks: 
Nails.—Wire, from store, $3.40 per 
keg base; from mill, in car lots, 


$2.60 per keg base; in less than car 
lots, $2.85. Cement coated, in count 
kegs, from mill in car lots, $2.60 per 
keg base, f.o.b. Pittsburgh; in less 
than car load lots, $2.85. Cut nails, 
from store, $4.25 per keg, base. 
Hardened steel floor, direct ship- 
ments, $7.60, f.0.b. Wareham, Mass.; 
from store, $8.10. Western cut nails, 
direct shipments, in less than car 
lots, $3.50. Tremont cut nails, direct 
shipments, $3.95 per keg, f.o.b. Ware- 
ham. 
PYREX WARE.—As was the case a 
year ago, the Pyrex ware makers are 
offering this month one only No. 209 
pie plate at 43c. each with every dol- 
lar’s worth of goods ordered now for 
shipment at once. The pie plate is to 
retail at 59c. each, contrasted with the 


regular price of 90c. 


ROOFING MATERIAL.—Jobbers inti- 
mate they are to change their prices on 
various kinds of roofing material with- 
in a near future. The change, it is 
hinted, will be upward. 

ROPE AND TWINE.—The market for 
rope is easier, while that for twine is 
firmer. Revised prices follow: 


We quote from Boston jobbers 
stocks: 


, 


Rope.—Manila, 2lc. per Ib., base; 
sisal rope, 16c.; hay rope, 19c.; cot- 
ton rope, 42c. 

Lath Yarn.—Sisal, C130, 15c. per 


Ib.; D200, 16c. 

Twine. Hemp, in 14-lb. balls, No. 
12, 38c. a lb.; No 18, 33c.; No. 24, 
31c.; No. 36, 30c.; No. 48, 29c. Yazoo. 
24, 10 oz. balls, 80c. a box. Bison, 
12, 2 oz. balls, 80c. a box. Marlin, 
2-ply, in 1-Ib. balls, No. 4%4, 25c.; 
No. 6, 22c.; in 2-lb. balls, No. 8, 20c. 

Yacht Marlin.—Tarred, 48c. per Ib. 


SCREENS AND SCREEN DOORS.— 
Boston jobbers intimate that prices on 
screens and screen doors will be with- 
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drawn before long. Report has it that | shears. For some inexplainable rea- | lers Falls interests have issued new 
prices will be higher before the close of son, people are pruning trees much | sales sheets, which show no variation in 








another month. | earlier than in former years, which ac- | prices. 
SCREWS.—Confirming reports of a Counts for the forward buying ai this | TACKS.—Leading manufacturers of 
week ago of a sizable advance in wood date. tacks are out with new price lists 
screw prices, local jobbers have issued ssn quote from Boston jobbers showing an average advance of about 
° SLOCKS: . 
new. discount rates as follows: Pruning Shears.—No. 300, $4 per 10 per cent or a little more. Jobbers 
We quote from Boston jobbers’ a, No, 0, $4.50; No. 10, $5: ~n here have adjusted prices accordingly. 
» — 23, 5; No. 65, : . 20, ; No is wath 
gel Wood, flat head bright, 50 40, $15; No, 290, $22.50; No. 240, $18. VENTILATORS.—Weather conditions 
. , ie é ,o ete lao! . 9 “ » ° : 
and 10 per cent discount; round head ie ee: 3 ass. a aa P ed per doz. have been ideal for the sale of window 


blue, 45 and 10 per cent discount; 


flat ‘head blue, 50 and 10 per cent | SILVERWARE. — The Oneida Com- | V¢"tilators, as is attested by the move- 


discount, add 5 per cent; round : : ; fs ment of goods out of jobbers’ stocks. 
head nickel, 27% and 10 per cent |munity interests have marked down ies cet ae one 
discount; flat head galvanized, 20 prices on silverware. The reduction eas eee Cee eee eee 
and 10 per cent discount; oval head s . ° _ . Vv atil t Windue: ~~ 
nickel, 27% and 10 per cent dis- averages approximately 5 per cent. cede Coctatel te ieee en 
count; flat head brass, 45 and 10 7 Ye ’ \ : oe ote: se oe ey pe +t <a’ : 
per cent discount; round head brass. STANLEY GOODS.—New price lists ode ne he hy ys gt al pin 
40 and 10 per cent discount: oval have been issued on Stanley Rule & No. 02, $4.80: No. 03, $660: No 1 
t rass, anc ) per cen is- . . 5 io. - ban, tab me ae ans ote 
ee ” ga Level goods, which show a slight ad-| $8.20: No. 2, $5.60; No. 3, $6.40; No. 
SHEARS.—Jobbi i oli -,_ | Vance on some items. ahs tanalk Gn. Sa aoe ee ee 
SHE .—Jobbing houses are begin- all metal, No. 3, $2 each net: No. 4, 
ning to round up orders for pruning | MILLERS FALLS GOODS.—The Mil-|  $3:"4;,,No,, 94, $2.67; No. 6A, $3.17; 


Price Changes Numerous in Ohio Territory 


January Sales Satisfactory— Winter Goods Lag 





(Cincinnati oftice of HARDWARE AGE) | super heater, $6; Ford zipper heater, 
. . — . $2.34 each. 
CINCINNATI, Jan. 17.—The first half of January has brought a fairly Chains.—35 per cent off for less 
good volume of business to local hardware jobbers, and indications are vd a pairs; 40 per cent off for 12 
: . ° se airs or re. 
that the remainder of the month will be satisfactory from the stand- pAnti-Freeze Preparation.—lveread) 
point of sales. Most of the bookings have been for staple commodities, Mia 


as dealers are not yet ready to place many orders for spring require- | ports AND NUTS.—The situation is 
ments. There are certain items, however, in which business: is being | regarded as fairly satisfactory, al- 
placed for delivery in March and April, but these are in the minority. though there is a tendency on the part 

For the first time in many weeks considerable attention is being cen- | of at least one company to shade prices. 
tered on price changes. The makers of Community Plate and Tudor | Quotations published below, however, 
silverware have announced a general revision of quotations, many | are representative of the local market. 


pieces of Community Plate having been marked down and Tudor hav- ee OR Ceres eebers’ 
ing advanced. Manila rope has been reduced 1!4c. a pound for de- Cut-thread carriage and machine 
livery up to May 1, while a sharp increase in wood screws has been new ppl lage Bigg ne nly 
necessitated by action in that direction on the part of manufacturers. peta gir tier Oe at hae 
Jobbers have put into effect the new card of extras on nails. This does hexagon and tap nuts, 60 per cent off 


not alter the base price, but, nevertheless, affects to a considerable ex- 
tent the quotations in general. Word has been received locally that Staged 
there will be a slight increase in stove board for the fall seison of egal os * _ ese 
1928. Builders’ hardware is firm and steel inside sets are up 60c. Taihars ‘ee soulmate tun Snr cameeger 
The movement of automobile accessories has been retarded by two | opnen up well for them this spring. 
factors. The first is the absence of a prolonged period of cold weather; | Building activities are at a low point, 
the second is the deferred delivery dates on the new Ford car. Prac- | of course, but construction work is 
tically all winter merchandise has been selling slowly on account of the | likely to be carried on in 1928 at about 
mild weather, but jobbers and dealers still have hope of at least one | the same scale as in 1927. 





BUILDERS’ HARDWARE.—Steel in- 


good snowfall, which would be sufficient to benefit materially the items un from Cincinnati jobbers’ 
affected. Sash Weights. —Sash weights, $1.75. 
° . . Ps nside ets.—-Square eve s . 
Retail hardware sales have been about normal for the post-holiday nthe 
season. Naturally trade has been quiet after the busy shopping days | DENATURED ALCOHOL.—A severe 
before Christmas, but the recession has been no greater than usual. | cold spell of short duration resulted in 
: Ss heavy sales of this item. Prices are 
AUTOMOBILE ACCESSORIES.— Sis rmte from Cincinnati jobbers’ | ean a biaiiihicnset dine 
je e stocks: | e quote rom Incinnatl jobbers 
Business has been only fair at best. Tires: 30x31%, 29x4.40 | stocks: : 
In the past two weeks additional ac- Cheap grade . tetas $5.00 $6.30 Denatured alcohol in 52-gal. drums, 
ies -ar have | Medium grade .......... 6.10 +. 99 53c. per gal.; in lots of three drums, 
cessories for the new Ford car have aM OGRE os. <6 kc8s 10 Re 9.65 h2c. per gal.; in 10 one-gallon lots, 
been brought out and local jobbers are | canubes: a em ye 74c. per gal.: in gallon cans, 75c. per 
A * ap gre Sb asegbeawe : 20 | rs -harge DAC . 
now stocking them. Chains have been Medium oe Ee 1.25 ree i panda ag fF wit he re. 
unusually slow because of the absence | Best grade ............ 1.45 1.85 bated when the empty drum is re- 
of ice and snow in this district. Other Note.—30x314 unguaranteed’ cord turned. 


3 } tires, $4.25 each. . : . ° : . 
winter goods also have been rather | a RO a OE FILES.—Business in this commodity is 


dull. Prices in general are unchanged. | each: Ford hot spot, $4 each; Ford | about normal. 














We quote from Cincinnati jobbers’ 


stocks: 
Black Diamond files, 40, 10 and 
10 off list; Keystone files, 70, 10 
and 5 off list. 
JUVENILE VEHICLES.—There is a 


fairly steady demand for juvenile vehi- 
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cles from stores which feature this | 


product the year round. 


We quote from Cincinnati jobbers’ 
stocks: 
Scooters.—No. 
110, $3 each. 
Sidewalk Cycles.—No. $11.50 
each; No. 12, $12.75 each. 
Velocipedes.—No. 6E, $2.90 each; 
No. 7E, $3.30 each; No, 46, $7.40 each. 


ICE SKATES.—Jobbers report that 
they have not yet been able to move 


109, $2.90 each; No. 


11, 


many ice skates, although there was a | 


short time during which the demand 
was good. 


LAMPS.—There has been no change of 
consequence in this line. 


We quote from Cincinnati jobbers’ 
stocks: ‘ 

Gasoline Lamps.—C317, $7.40 each; 
C329, $6.25 each; C318, $7 each; C324, 
$7 each. 

Lanterns.—L327, 
$6 each. 


NAILS.—Jobbers have put into effect 
the new card of extras on nails, and 
much of the price irregularities report- 
ed recently has disappeared. 

We quote from Cincinnati jobbers’ 
eo oe wire nails, $2.95 per keg: 
cement coated nails, $2.95 per keg. 

PAINT.—Activities are dull at the mo- 
ment, although sales are about normal 
for this time of the year. 


We quote from Cincinnati jobbers’ 
stocks: 

Ready mixed house paints, $2.75 per 
gal.; linseed oil in single barrels, 78c. 
per gal.; turpentine in two-barrel 
lots, 60c. per gal.; white and red lead 
in 500-lb,. kegs, 13%c. per Ib. less 
10 per cent. 


RADIO BATTERIES.—Jobbers declare 
that the battery-operated radio sets are 
losing ground at a rapid rate in the 
large cities, but a desirable and sub- 
stantial market for them still exists in 
the small towns and rural communities. 


$5.25 each; 1.427, 





We quote from Cincinnati jobbers’ 





stocks: 
Less than 
Unit In Unit 
Packages Packages 
Batteries Each Each 
o Se a eee er $0.40 
Ts, NG, “GRO sas as 1.05 
VB NOs: GEOG. cs es 1.22 
+ Eig. POs RAs cet ees 1.40 
oe See Re 1.40 
i RR tg 
ba Saar 2.62 
a 4 No. 20808.;.... 2 3.40 
“B,”” No. 21308. 3.58 
ee. |, See 0.28 
ys, oe ae ea 0.42 
EST Os GE case 0.59 
“Cy Laie ees sho Sa 1.22 
Note—Nos. 5156, 5308, 2308, 10308, 
21308, 5360, 5540 and 5156 are in unit 
packages of 5. Nos. 4156, 2156, 2158 


and 2370 are in unit packages of 10. 
No. 6 is in a unit package of 50. 
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We quote 
stocks: 

Manila rope, 23\%e. 
144c. a lb. 


SCREWS.—Manufacturers have  ad- 
vanced prices sharply, the increase in 
certain items amounting to 50 per cent. 
Jobbers are now busy establishing new 
prices, but these are not yet ready. 
Meanwhile, retailers are covering some 
future requirements at the old sched- 
ule. 

SILVERWARE.—Prices of Community 
Plate and Tudor Plate have been re- 
vised, some pieces of the former having 


from Cincinnati jobbers’ 


a lb.; sisal rope, 


been reduced and the latter increased. 


REGISTER SHIELDS.—Orders for this | 


commodity have been in fair volume. 


We quote 
stocks: 


from Cincinnati jobbers’ 


Gem copper floor register, $12 per 
doz.; Gem copper wall register, $6 
per doz.; Star japanned floor register, 
$10 per doz.; Star japanned = wall 
register, $5.20 per doz. 

ROLLER SKATES.—Small orders for 
spring delivery are being placed by re- 
tailers. 

We quote from Cincinnati jobbers’ 


stocks: 
$1.45; No. 6, $1.55. 


Nos. 4 and 5, 
ROOFING MATERIAL.—Some in- 


quiries for roofing material are being 
made, but sales are light. 


We quote from Cincinnati jobbers’ 
stocks: 

Roofing Paper.— Light standard, 
$1.10; medium standard, $1.35; heavy 
standard, $1.60; light Holdfast, $1.35; 
medium Holdfast, $1.60; heavy Hold- 
fast, $1.90; K red and green slate 
surface, $2.10. 

Roofing Coating.—Coal tar, refined, 
in barrel lots, 25c. per gal.; in half 
barrel lots, 28c. per gal.; coal tar, 
crude, in barrel lots, 24c. per gal.; in 
half-barrel lots, 27c. per gal. 

Roofing Cement.—Liberty elastic, 1 





Ib., 12¢c.; in 5-lb. cans, 9%c. per Ib.; 
in 10-lb. cans, 9c. per Ib.; in 25-Ib. 
cans, 8c. per Ib. Certain-teed ce- 
ment, 36 Ib. to the case, $4.25 per 
case; in 5-lb. cans, 12 cans to the 
box, 8%c. per Ib.; in 10-lb. cans, 6 


cans to the box, 7%c. per Ib. 
ROPE.—There has been a drop of 1'4c. 
a pound in Manila rope for delivery up 
to May 1. 





SLEDS.—This is an item which is com- 
manding little interest at the moment. 
A good snowfall, however, will stimu- 
late sales. 
We quote 
stocks: 
Steering Sleds.—-No. 96, $11.25 each; 
No. 210, $20.75; No. 100, $14; No. 200, 
£16.50; No. 220, $24.60; Flexible Flyer, 
31 per cent off list. 


STOVE, PIPE.—No diminution in de- 
mand is reported by jobbers. 


from Cincinnati jobbers’ 


We quote from Cincinnati jobbers’ 
stocks: 

Stove Pipe.—2% gage, u. c. crated 
pipe, 4 in., $9.75 per 100 joints; 29 
gage, u. c. crated pipe, 6 in., $11.75 
per 100 joints; 29 gage, u. c«. crated 
pipe, 7 in., $14.25 per 100 joints; 28 
gage, u. c. crated pipe, 6 in., $12.25 
per 100 joints; 28 gage, u. ¢. crated 
pipe, 7 in., $14.75 per 100 joints. 

Elbows.—U. C. elbows, 4 in., $1.05 
per doz.; 6 in., $1.25 per doz.; 7 in., 
$1.65 per doz 

STOVE BOARDS.—Prices announced 


for next season are slightly higher than 
those prevailing at the moment. 


WEATHER STRIPPING. — Business 
has been well sustained in the past two 
weeks. 
We quote from Cincinnati jobbers’ 
stocks: 
Wood and rubber weather strip- 
ping, No. 1, $17.25 per 1000 ft.; No. 


1%, $24 per 1000 ft.; No. 4, $34.50 per 
1000 ft.; No. 7, $41 per 1000 ft. 


Wood and felt weather stripping, 
No. 71, $19.50 per 1000 ft.; No. 714%, 
$27 per 1000 ft.; No. 75, $46.50 per 
1000 ft. 

All rubber weather stripping, No. 


9, $2.10 per 100 ft.; No. 
100 ft.; No. 11, $3.55 per 


10, $2.85 per 
100 ft 


Angling for New Business 


VEN those of us whose knowledge of angling is 
limited to fish stories told by the other fellow are 
with the fact that different baits are used in 
What one species of 
the finny tribe may turn up its nose at may be a tempting 
morsel in the eyes of another fish family. 
that, but fish of one kind do not always bite best on the 
In trout fishing, for instance, such a small 
as a change in style, in size, or color of a fly often 
the difference between an unprofitable day and a 
So we find the true angler carrying in his 


familiar 


catching different kinds of fish. 


same lure. 
thing 
spells 
full creel. 
tackle-box a variety of baits. 


Advertising is a good bit like angling. 
one form of presenting a sales message which will reach 
and appeal to all the people all the time. 
display, the wet paint sign, the booklet, the “ad” in the 


Not only 


first group for painters and the second for dealers. 
group constitutes a well equipped advertising “tackle- 
hox”’—provides the essential selling helps for putting on 


local paper—each by itself is zood; it will produce some 
sales for the dealer or contracts for the painter just as 
one kind of bait will bring the fisherman some fish. 
for really effective results—for the “big catch”’ 
of advertising mediums should be used. 

The problem is made very easy by this, the fall adver- 


Sut 
a variety 


tising number of The Dutch Boy Painter magazine. It 
describes two groups of tested advertising features—the 
Each 


a well rounded-out advertising campaign. 


There is no 


The window 


The features are free. 
full group designed for your particular purposes, select 
as many of the items as you feel vou can use to good 
advantage.—Dutch Boy Painter. 


If vou are unable to use the 
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Mild Weather in New York Retards 


Normal Sale of ‘Seasonal Merchandise 


NEW YorK, Jan. 17.—Mild weather has retarded the expected develop- 
ment of the demand for winter hardware and kindred cold weather 
Inventories are practically completed in the retail trade 


specialties. 


but replacement buying has not yet assumed normal volume. 
than the adverse weather there appear no very definite reasons for this 
tendency to hold off buying. Jobbers find the majority of price adjust- 
ments have an upward trend so that the hope of lower prices is not 
believed a factor in encouraging the present restricted buying, by deal- 


ers. 


_ Collections are fairly good. Consumer demand is steady. No par- 
ticular group of goods stands out prominently in the sales records. Cur- 


rent business being very general. 


There is no pessimism in this section as both wholesalers and retail- 
ers look for a resumption of normal trade to come any day. Those who 
keep accurate records report at press time a slight improvement during 


the last four days. 


Dodge reports show December construction contracts amounted to 


$128,890,000 in New York State and 
total was almost the same as the 


November, but was 43 per cent under the record for December, 1926. 


Analysis of the December building 


following important classes of work: $75,133,200, or 58 per cent of all 
construction, for residential buildings; $19,755,800, or 15 per cent, for 
commercial buildings; $17,408,200, or 13 per cent, for public works and 
utilities; and $4,240,000, or 3 per cent, for educational projects. 

During the year 1927 there was $1,684,445,300 worth of contracts let 
on new building and engineering work in this district, being a loss of 
5 per cent from the total ($1,775,060,200) for the year 1926. 

New work contemplated in New York State and Northern New Jersey 
in December reached a total of $236,081,300, which was a gain of 68 
per cent over the total for November of this year, but a loss of 7 per 


cent from December, 1926. 


Other 


Northern New Jersey. Last month’s 
amount ($129,313,800) reported in 


and engineering record showed the 





ANTI-FREEZE SOLUTIONS. — Un- 
seasonal warm weather has retarded 
the sale of this line. Prior to the un- 
expected rise in temperature this was 
a very active number. Some whole- 
salers faced a shortage in gallon cans. 
Prices are unchanged. Jobbers quote 
Prestone, gallon cans $3.60, half gallon 
cans, $1.80 and for bulk alcohol 53 
cents, gallon in drums. 


AXES.—Demand very light in this 
market. Prices are the same and 


stocks appear ample. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Axes, Jersey pattern, 3%, by" 4% Ib., 
$1.82%4 each; 4 to 5 Ib., $1.88 each. 
Box lots extra 5 per mae 

New England pattern, 3 to 4 Ib., 
$1.77 each; 3% to lb., $1. 8214, 
each, Dayton pattern, 3% to 4% lb., 
$1.821%4 each; 4 to 5 Ib., $1.88 each. 
Box lots of Dayton extra 5 per cent. 

Rockaway pattern, to 4 Ib., 
$1.81144 each; Ib., $1.87 
each, and 4 t $1.92 each. 
Box lots extra 5 per cent 

Boys’ axes, $1.14 each; box lots ex- 
tra 5 per cent. Boy Scout axes, with 
sheath, $1.18% each; box lots extra 
5 per cent. Boy Scout axe, without 
sheath, $1 each; sheath only, 16% 
cents each. 

House axes, $1.11 each; box lots 5 
per, cent extra. 

B.—There are 6 axes to a box. 


BATTERIES._Pri ices continue firm. 
Demand is consistent. Stocks are sat- 


isfactory. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 

Dry cells, No. 6, ignition 
32%c.; No. 7111, same type, 
each. 

B batteries, No. 767, $b.62 each, in 
units of 5, $2.44 each; No. 772 (ver- 
tical type), $2.62 each; in units of 5, 
$2.44 each; heavy duty vertical type, 
No. 770, $3.40 each; in units of 5, 
$3.17 each, Layerbilt, No. 486, $3.59 
each; units of 5, $3.33. 


BOLTS AND NUTS.—Normal demand 
reported with prices the same. Some 
rumour heard however of a possible 
increase on stove bolts. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. NEW YORK: 
Carriage bolts, 50 and 10 off list. 
Case bolts, 60 per cent off list 
Stove bolts, 80 per cent off list. 
Machine bolts, % by 6 and smaller, 
50 and 10 off list; larger to 1 by 30, 50 
per cent off list; 1% to 1%, 30 off list. 
Coach screws, 50 and 10 off list. 
Case bolts, 60 per cent off list. 
Step bolts, 50 per cent off list. 


BUTTS.—Fair demand. Jobbers pre- 
dict a further advance in price. At 
press time jobbers quote 3% by 3% 
steel butts, at 19 cents per pair and in 
case lots 18 cents per pair. Local 
stocks are ample. 


CARPET SWEEPERS.—Too early for 
usual spring cleaning season but cur- 
rent sale is fairly steady. Prices are 


type, 
35%4c. 
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unchanged. Stocks are in good condi- 
tion. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 
Carpet sweepers, Standard, $3 
each; Universal, japanned, $3.50 each; 
Universal, nickel plated, $3.83 each; 
Grand Rapids, japanned, $3.67 each; 
Grand Rapids, nickel plated, $4 each; 
Elite, $5 each; Princess, $4.17 each, 
and American Queen, $4.50 each. 
Sterling, $2.10 each. 


CLOCKS.—Light sale reported at firm 
prices. Stocks are ample. Jobbers re- 
port a new policy on products of 
Western Clock Co., which provides an 
extra 2% per cent on 2 dozen (as- 
sorted) and an extra 5 per cent on 
4 dozen (assorted). 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 
Alarm clocks, Big Ben, broken lots, 
$2.29; dozen lots, $2.21; 2 dozen lots, 
$2.15; same luminous, broken lots, 
$3.16; dozen lots, $3.06, and 2 dozen 
lots, $2.97. Baby Ben and Baby Ben 
luminous take same respective prices. 
Ben Hur, broken lots, 
lots, $1.70, and 2 dozen lots, 
same luminous, broken lots, a 
doaen lots, $2.38, and 2 dozen lots, 


Black Bird, luminous dial, broken 
lots, $1.76; dozen lots, $1.70, and 2 
dozen lots, $1.65. Blue Bird, broken 
lots, $1.22; dozen lots, $1.19, and 2 
dozen lots, $1.15. Sleep Meter, 
broken lots, $1.40; dozen lots, $1.36; 
and 2 dozen lots, $1. 32. Jack-O-Lan- 
tern, luminous dial, broken lots, $2.10; 
dozen lots, $2.04, and 2 dozen lots, 
$1.98. American, broken lots, $1.05; 
dozen lots, $1.02, and 2 dozen lots, 
99 cents. 

Auto clocks, Westclox, plain, broken 
lots, $1.76; dozen lots, $1.70, and 2 
dozen lots, $1.65; same, luminous, 
broken lots, $2.46; dozen lots, $2.38, 
and 2 dozen lots, $2.32. 


ICE SKATES.—Unseasonable warm 
weather has eliminated outdoor skat- 
ing, and has cut down the demand for 
ice skates. There were a few days 
early in the month when outdoor skat- 
ing Was available, at which time sales 
were fairly active. Prices are un- 
changed and stocks apparently satis- 
factory. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 


‘Union Hardware line: 
er pair; 5624, $1.12; ey a 


84c. 
P “$1; 44; 
524 %, $1.31; 524141, $1.57; Plain Bob. 


45e. : Nickel Bob, 52c¢.; 42414, $1.69; 
42416L, » $2.00. 

With shoes: No. 90 and 90L, $5.50; 
290 and 290L, $6.75; 295 and 295L, 
gly 212 and 213, $4; 95 and 95L, 

15. 


LANTERNS.—Firm prices and a fair 
demand are reported on_ lanterns. 
Stocks are ample. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 


Lanterns, Hylo, 62%4c. each; Victor 
white globe, 66%c.; Victor ruby globe, 
83%c.; Blizzard, No. B.! $1.08%4; 
Monarch, white globe, 66%4c.; Mon- 
arch, ruby globe, a Little Wiz- 
ard, 75c.; D-Lite, $1.08%; D-Lite 
with large fount, $1.19; Sport, 46c. 

Junior Wagon, $1.50; Buckeye Dash 
Lamp, $1.1634, and No. 39, Railroad, 
$1.5814%4, and No. 30, Beacon, $2.62% 
each. 

N. B.—On all except Hylo an al- 
lowance of 25c. per dozen is made on 
orders of three dozen or more. 
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The Remington Weekly Letter 


THE ANVIL CHORUS 


Mark Twain was once called up on the telephone by 
a reporter and informed that it was a matter of com- 
mon gossip that he was dead. “Well,” replied Mark, 
“just publish the fact, upon my authority, THAT 
THE REPORT OF MY DEATH IS VERY MUCH 
EXAGGERATED.” 


A man in a restaurant ordered a very heavy break- 
fast—among other things, poached eggs. Then, on 
second thought, he called the colored waiter back 
and said, “I guess you can eliminate those eggs.” 
After a few minutes, the waiter returned, and with a 
manner of profound regret remarked, “Very sorry, 
boss, but the cook says he can’t supply them elimi- 
nated eggs, because the ELIMINATOR IS BROKE.” 


One of our good salesmen has just called on me and 
stated that a number of our esteemed competitors are 
passing out the story that WE HAVE ELIMINATED 
OUR SALESMEN AND OUR MISSIONARIES. I first 
told this salesman the above two stories. They may 
be old, but they are good! Then, I suggested to him 
that instead of calling on me, he get busy and call on 
his trade and expose himself to them and prove by 
his personal presence that he has not yet been elimi- 
nated and that the story of his passing has been 
somewhat exaggerated. 


Once, I was trying very hard to close a very important 
business deal. One of my partners, and a large 
stockholder, was sunning himself at the Lido, the cele- 
brated bathing beach of Venice. I spent a large sum 
of money cabling him, seeking his consent to the 
deal. I shall never forget one of his replies. Here 
it is: “I AGREE WITH YOU FULLY IN PRINCI- 
PLE, BUY I DIFFER WITH YOU AS TO THE 
DETAILS.” 


Somehow, this missionary controversy reminds me 
of this cable. A good many of the trade agree with 
the PRINCIPLE that missionaries are expensive. 
They agree in PRINCIPLE that it should not be 
necessary for a manufacturer to sell goods twice, BUT 
WHEN IT COMES TO THE DETAILS, A GOOD 
MANY JOBBERS WANT THE MISSIONARIES. 


So, the custom of sending out missionaries will con- 
tinue, and, naturally, regardless of the expense, our 
full quota of missionaries are at the service of our 
jobbing friends. THEY HAVE NOT BEEN ELMI- 
NATED. 


The sporting goods selling season is a short one. 
It is impossible for any ammunition manufacturer 
to supply all of the jobbers with missionaries AT 
THE SAME TIME. In the nature of the case, this is 
impossible, and therefore there is sure to be dis- 
satisfaction, but, IN DETAIL, we must do our best 
to handle our missionaries, so that there will be just 
as little dissatisfaction a possible. 


The job, therefore, of our District Sales Managers, 
our salesmen and our missionaries, just at present, with 
“a smile and a twinkle of the eye,” is to make the 
singers of the anvil chorus look foolish BY APPEAR- 
ING PROMPTLY ON THE SCENE WITH AN 
ORDER BOOK IN ONE HAND AND A PENCIL IN 
THE OTHER. MAY THE WRITER SUGGEST TO 


We have had a number of requests 
for reprints of these Weekly Letters, 
to be distributed to salesmen and 
others. We shall be glad to supply 
any of our customers with copies, 
upon request. 


25 Broadway, New York 


Manufacturers of Arms, Ammunition, Cutlery, Cash Registers and Service Machines 


OUR GOOD RETAIL FRIENDS THAT WE HAVE 
OUR GASOLINE BOUGHT, WE ARE ON THE ROAD 
AND WE HOPE THEY WILL WAIT FOR US. 


The following true story of a case of price cutting 
here in New York has its moral that jobbers, sales- 
men and retail merchants should carefully consider: 
A certain small manufacturer, making a line of hard- 
ware specialties, happened to need several thousand 
dollars immediately. He went to six of his best 
wholesale customers here in New York and offered 
them an inside price of 15% for an immediate order, 
for cash, for one of his leading specialties. Five of 
these wholesalers bought goods from him. Of course, 
the goods were billed at the regular price. The cut 
price appeared in the form of a credit memorandum. 
Then, what happened? These wholesalers proceeded 
to unload the extra quantity they had bought, and 
the goods were sold to retailers at a 10% cut. Asa 
large number of retailers thought the buy was a 
good one, and that this specialty would make a good 
leader, they in turn cut the price 1214%4%. So, 
neither the wholesaler nor the retailer made any 
worth while money by reason of this purchase. 


But what was the effect upon the poor manufacturer? 
The wholesale and retail price on his best specialty 
had been completely demoralized. For several 
months the New York market was glutted with his 
goods. Finally when the surplus was worked off and 
this manufacturer attempted to sell new lots at his 
former price, he found it impossible. The price to 
both retailer and consumer having been demoralized, 
neither the wholesaler nor the retailers could make 
any money on this specialty at his regular price. 
Therefore, they insisted upon a lower price. In 
order to make any sales whatever, this manufacturer 
found it necessary to reduce his price. 

Now, size up the points of the situation: The whole- 
saler gained nothing, the retailer gained nothing 
and the manufacturer, by reason of this one false 
move, has placed one of his best specialties perma- 
nently on an unprofitable and unsatisfactory basis. 


Mr. Price-Cutter and Mr. Salesman, just think over 
this true story and be a little patient and a little 
slow to start out on the easiest way by cutting prices 
—“In the end, it biteth like the serpent.” 


By the way, it is not dnly interesting, but amusing to 
watch how a cut price travels. Just take one case: 
Last December, a jobber in a certain State decided 
to adjust his stock, so he issued a cut price. Real- 
izing he had made a mistake, he promptly withdrew 
his price. Now, the interesting thing is that we 
are hearing from this one cut price that was with- 
drawn, first, from one jobber, and, then, from an- 
other. Just this week, we received a telegram from 
a competing jobber, inquiring about this price. This 
cut price had been dead for several weeks, but I 
suppose the retail merchants who received it were 
passing it along with the glad tidings to successive 
jobbers’ salesmen as they called, probably forgetting 
to inform them the price had been withdrawn. 
Say, boys, before you pass this cut price information, 
just ask a few questions and find out whether it is 
a living issue or some dead corpse that they are 
trying to animate with new life. 


A yrs, 


President 


REMINGTON ARMS COMPANY, Inc. 


Telephone, Bowling Green 3392 














N AILS.—Normal 
shown. 
parently in force throughout this mar- 
ket. Base prices $3.35 per keg. Stocks 
are adequate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 

Common wire nails, bright, 4d, $4.25 
per keg; 6d, $4.00 per keg; 8d, $3.85 
per keg; 10d, $3.75 per keg. Com- 
mon wire nails, gaivanized, 4d, $6.75 
per keg; 6d, $6.50 per keg; 8d, $6.35 
per keg, and 10d, $6.25 per keg. 

Wire box nails, smooth, 4d, $4.45 
per keg; 6d, $4.10 per keg, and 8d, 
$5.95 per keg. Wire finishing nails, 
bright, 4d, $4.95 per keg: 6d, $4.35 
per keg; 8d, $4.10 per keg, and 10d, 
$4.00 per keg Wire finishing nails, 
galvanized, 4d, $7.45 per keg; 6d, 
$6.85 per keg; 8d, $6.60 per keg, and 
10a, $6.50 per keg. 


RADIO TUBES.—Demand 
very steady at firm prices. 
stocks are satisfactory. 


demand at 


continues 


of important sporting events helps 
stimulate the sale of batteries and | 
tubes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 


$2.80 





6. 
3. 
2.16 
4.21 


representative of current offerings. 
Since the first of the year some grades 
were reduced 
vanced 2 cents, the net result being no 
change. The demand is fair, 
adequate. 

JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.O.B. NEW YORK: 


Sash cord, Samson spot No. 8, 70c. 


to "Tee: Aetna No. 8, 3lc., and Phoe- 
nix No. 8, 38e. to 39c. 

No. 7 is le. higher and No. 6 is 3c 
higher on all brands. 


SCREWS.—Last week we announced a 
report of a 40 per cent increase on wood 
screws. A closer check of the new 
prices discloses a varying 


The Seven Mistakes of Man 


Recent revision of extras ap- | 


Wholesale | 
Broadcasting | 


stocks | 
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prices | 


| with new prices holding. 


which runs from 20 per cent to about | 
80 per cent, according to size. The av- 
erage increase is somewhere around the | 
40 mark. Normal demand is reported, 
Local whole- 


| sale stocks are adequate. 


JOBBERS'’ Ag gp Rees | TO RE- 
YOR 


TAILERS, F.O.B. NEW K: 
Screws, flat head, bright iron, 50- 
10-10; round heads, blued, 45-10-10; 


round head iron, nickel plated, 27% - 

10-10; flat head, galvanized, 20-10-10; 

flat head, brass, 45-10-10; round head, 

brass, 40-10-10. These discounts ap- 

ply to new standard screw 
SLEDS.—At press time there has been | 
no snow to stimulate the sale of sleds. | 
There has been plenty of prediction of | 
snow, but no results. Prices are not | 


lists. 


| expected to change, and stocks appear | 
| satisfactory. 


JOBBERS’ QUOTATIONS TO RE- | 
TAILERS, F.O.B. NEW YORK: 


Flexible Flyers, No. 1, $2.50; No. 2, 
$3.17; No. 3, $4; No. 4, $4.33; No. 5, 
$5.83; Jr. Racer, $3.50 and Racer, 
$4.33. These prices are each and are 


equivalent to a discount of 334, per 
cent off list prices. 

Fire-Fly sleds, No. 9, $1.14; No. 10, 
$1.37; No. 11, $1.71; No. 12, $1.94; 
Racer, $2. These prices are each and 
are equivalent to 40 and 5 per cent 
off list. 

Perfection for sleds, 


baby guards 


$1 each in case lots and extra 5 per 
cent in case lots 
SNOW GOODS.—Conditions are the | 


| same as in sleds. 


JOBBERS’ QUOTATIONS Rhy RE.- 
TAILERS, F.0O.B. NEW YORK 

Snow shovels, $4 per doz.; ‘Annee 
line, $9 doz.; galvanized, 


$10 doz. 
Pushers, 30-in., $2.75 each. 


SASH CORD.—Prices shown here are | SPARKLET SYPHONS.—The demand 


2 cents and then ad- | 


| STOVE SUNDRIES.—Mild weather 


increase | 


is moderate, with prices unchanged. | 
Stocks are ample. Refill demand is | 
pretty good. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 


| 
| 
Sparklet syphons, No. 41, $4.25 | 
each; in lots of six or more, $4 each. | 
Sparkers, 9 7-12c. each, packed in | 
cartons of one dozen. Sparklet 
syrups, 50c. per pt. bottle. | 
Extra parts-pin washer, 15c. each: 
piercing pin, 15c. each; tube and 
washer, 50c. each; tube washer, 15c: | 
each; head complete, $2 each, and 
Sparker holder, 50c. each. 


has retarded the normal sale in this 


line. Aggregate volume to date has 
been satisfactory, however, and prices 
The 


1. The delusion that individual advancement is made 


by crushing others down. 


The tendency to worry 
Path or corrected. 


3. Insisting that a thing is impossible because we our- 


selves cannot accomplish it. 


4. Refusing to set aside trivial preferences, 
that important things may be accomplished. 


5. Neglecting development and refinement of the mind 


by not acquiring the habit of reading. 


Attempting to compel other persons to believe and 


live as we do. 





about things that cannot be 


To dress so well 
are dressed. 


1928 


are not expected to change. Stocks are 


satisfactory. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Stove pipe, No. 28 gage, black iron, 
12 lengths in a bundle, 4 in., 13%c. 
each; 4% in., 15c. each; 5 in., 16%c.; 
5% in., 18c.; 6 in., 2lc. each. 

Stove pipe elbows, black iron, No. 
28 gage, 12 in a bundle, 4 ye 13 %c.; 
“um. 24¢.; 5 In. 160; 8% M., 
16 ihc. ; 6 in., " 18c. each. 

Pipe dampers, cast 
handle, 4 in., ws Oa 4% in., 
10c.; 5% in., 1lc.; 6 in., 
17¢c. "each. 

Flue stops, tin rim, 
justable steel hoops, 8 3-16 in. 
eter, 12 in a box, 6%4c. each. 

Stove pipe rings, tin, lacquered, 
in a package, 4 >, 3%4c. each; 

in., 3%4C. ; 5 in., 4%c.; 5% in., 
4c.; 6 in., 5c.; 7 in., 6c. each. 

Stove lifter and shaker, cast iron, 
length 8 in., 3%c.; stove lifter, nickel 
plated, cold spiral handle, 12 in a 
box, 6%c. each Same with loop 
handle, 12 in a box, 7%c. each. Stove 
pokers, nickel plated, cold spiral 
handle. 12 in a box, No. 7, 7&e. 
No. 8, 16c,. each. Neverbreak, 
Furnace pokers, wrought 
66c. each; 4 ft., 84c.; 5 ft., 
$1, and 6 ft., $1.16 each. 

Flue scrapers, black iron, 30 
long, 12 in a bundle, 4c. each. 

Furnace scoops, hollow black mal- 
leable D handle, $5; riveted back, 
wood D handle, $9.50. 


iron, wooden 
10c.; 5 in., 
‘12c.; e Ss 


lacquered, ad- 
diam- 


1 
4 
4%, 


— fo 


each; 
19¢c. each, 
iron, 3 ft., 


in. 





Fire shovels, one piece steel, ja- 
panned, 3 in a bundle, No. 54, oh 
No. 56, 6c.; No. 57, 9c. each 
vanized shovels, No. 256, 7%c.: No. 
257, lle. each. Extra heavy, one- 
piece japanned scoops, 6 x 9 in., 
capped end, 164%c. each. Neverbreak 
fire shovel, 37c. each. 

Stove boards, 30 x 36 in.. $1.40 
each: 32 x 42 in., $1.73 each; 18 x 18 
in., 58c.; 24 x 24 in., 71c.; 26 x 26 in., 
78c.; 28 x 28 in., 88c.; 30 x 30 in., 
$1.03; 32 x 32 in., $1.22; 35 x 35 in.. 
$1.52 each. 


VENTILATORS. — Demand has _ been 
fairly active throughout the city. 
Prices are firm and stocks are in good 


| condition. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK 
Continental ventilators, 
type, No. 923, $3.65; No. 937, $4.00; 
No, 949, $5.50; No. 959, $6.05; No. 
1537, $5.25; No. 1549, $7.10, and No. 

836, $3.35, all prices per dozen. 

Continental ventilators, metal type, 
No. 833, No. 837. $4.75; No. 
1137, $5.30; No. 1145, $6.35; No. 1437, 
$6.90, and No, 1445, $7.80, all prices 
per dozen. 

Diamond E 
type, No. 01, 36% cents; 
cents; No. 03, 46% cents; 
cents; No. 2, 46% cents; No. 3, 53% 
cents; No. 4, 63% cents, and No. 5, 
70 cents. All Diamond E prices are 
each. 


wooden 


all metal 
No. 02, 40 
No. 1, 43% 


ventilators, 


failure to establish the habit of saving money. 


The Seven Arts of Man 


that no one will think about how you 


To talk so convincingly that profanity is unnecessary. 


in order 


To believe in yourself without being a bore. 
To keep the friendship of the man you have to criticize. 
To tell all the truth that needs be told and no more. 


To play as a recreation and not as a dissipation. 


To earn dividends without working injustices. 


Reading matter continued on page 54 
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OLDER-Way provides 


floor space economy 


Where FoldeR-Way has been installed, 
emergency space demands are quickly and 
easily met—simply by folding away the 
partition wall and throwing two or more 
double-duty rooms into one. Just as easily 
they can be returned to place—and again 
a practically soundproof wall separates 
the rooms. 


With FoldeR-Way shown here, doors 


slide and fold in hinged pairs. The weight 
is carried ona floor track and ball bearing 
rollers, with upper track and rollers serv- 
ing as a guide. Doors are securely sup- 
ported, and will not sag, stick or rattle. 
FoldeR-Way economizes on space; 
saves time and effort. Whatever your par- 
ticular need, Richards-Wilcox doorway 
engineers will be glad to serve you 
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LARGEST AND MOST COMPLETE LINE OF DOOR HARDWARE MADE 
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The Seymour Table Tray 


The Seymour Products Co., Seymour, 
Conn., is manufacturing a novel and handy 
item in the form of the Seymour Table 
Tray. This device has been designed to 


be clamped onto a card table, so that 
glasses, cigarettes, ash-trays, etc., can be 
kept at hand, but with no chance of break- 
ing or spilling. The tray, with the metal 
removed, 


glassholder can be used for 





cigarettes, matches, playing cards, etc. The 
felt lined clamp will not mar the table, but 
holds the tray firmly to the edge. Made 
in ebony, Chinese red and willow green 
lacquer finishes and packed two to a set 
in an attractive box. 


Gates Rubber Chains 


The Gates Rubber Co., Denver, Colo., 
has placed on the market the Gates 4-Way 
Grip Rubber Chain, with many unusual 
features. The cross link of the chain is 
built of gum-webbed tire cords and high 
quality rubber. Each arm of the cross 
link has thirty of these cords with a bias- 





cut fabric reinforcement where it meets the 
metal hooks. The tread is made of tire 
tread stock and the whole is vulcanized 
into a complete unit. These rubber cross 
links eliminate noise and do not injure the 
tire. 

Resistance to skidding in any direction 
is offered by the X shape cross links which 
grip the road in four directions. Gates 4- 





Way Grip Rubber Chains are made in 
twelve sizes, but a dealer need only stock 
six sizes to meet the majority of calls. 





Remington Express Carbine 


Remington Arms Co., Inc., 25 Broadway, 
New York City, is manufacturing a light, 
powerful, rifle of the bolt action type, 





known as No. 30 Express Carbine. This 
rifle has been officially adopted by the 
Pennsylvania State Constabulary. Due to 
its compactness, light weight, length and 
convenience it is ideal for mounted work. 

The manufacturer lists its specifications 
as follows: Weight, 7 Ib., length, 40% in. 
over-all, and a 20 in. round barrel. Shot- 
gun style butt plate, horizontally grooved 
not checkered, to afford a good grip. lt 
is furnished in .25, .30, .32 ‘and .35 Rem- 
ington rimless cartridges and the .30-'06 
Springfield cartridge. 


Pliers With Positive Grip 


Bear Mfg. Co., Rock Island, IIl., has re- 
cently placed on the market the nickel- 
plated Bear Non-Slip Pliers and Wrench, 
made from forged and specially treated 
steel. The jaw is made to fit hexagon 
nuts on the corners, giving a tight grip 
and leverage. It is arranged to fit a large 
range of sizes and will also fit square 








nuts, pipe, etc. The company states that 
this product will not chew off the corners 
of nuts and bolts and cannot slip. Size, 
7% in. 


Klose Kwarter Wrench 


The Billings & Spencer Co., Hartford, 
Conn., is manufacturing the Klose Kwarter 
Wrench, designed for use on nuts that are 
difficult to get at. It is double headed, 
with the openings at a 75 per cent angle. 
The jaws are narrow and pointed, and the 
heads thin. Both heads are on the same 


side of the wrench, affording a comforta- 
ble grip and powerful leverage. 





The Klose Kwarter Wrench is made in 
all popular sizes to fit S.A.E. and U.S. 
Standard nuts. 

Attractive display boards are furnished 
with the wrench assortment to the retail 
trade and for the automobile trade, they 
are packed five wrenches in a kit, giving 
an assortment of ten openings, varying in 
size from % in. to % in. The wrenches 
are drop forged from chrome molybdenum 
steel. Where clearance is limited and 
working room cramped, these wrenches 
will prove effective. 


Enterprise Catalog No. 48 


The Enterprise Mfg. Co., Akron, Ohio, 
recently issued Catalog No. 48, devoted to 
Pflueger Fishing Tackle. This book is 
fully illustrated with many pages in color. 
It describes and lists the many different 
kinds of fishing tackle which the company 
manufacturers, including reels, baits, flies, 
spinners, rods, line, hooks, sinkers, etc. 


Winchester’s Staynless Line 


Winchester Repeating Arms Co., New 
Haven, Conn., has developed its Staynless 
ammunition in the line of center fire metal- 








lic cartridges and has placed on the market 
about 25 center fire cartridges under the 
Staynless label. This Staynless center fire 
ammunition applies the non-corrosive prim- 
ing used last year in the Winchester Stayn- 
less .22 calibre rim fire ammunition, to 
the field of center fire metallic cartridges. 
Additional calibres will be brought inte 
production and placed on the market as 
quickly as possible. 

The new Winchester Staynless is packed 
in an attractive new box of red, blue and 
white design. 
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A Coil of Rope 


branded with the Columbian trade mark has the “Hall-Mark” of quality stamped upon it. For years 
this trade mark has been associated with only high grade cordage. The manufacturer of 


Columbian Tape-Marked Pure Manila Rope 


has so much confidence in his product that he has also placed his signed guarantee in the rope itself. 
This appears on the red, white and blue Tape-Marker which can be found in every foot of Columbian. 
Specify guaranteed rope and remember that Columbian is ‘““The Guaranteed Rope.” 





Columbian Rope Company 
352-80 Genesee Street 
Auburn, N. Y., “The Cordage City” 





Branches: New York Chicago Boston New Orleans 
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Coming Hardware Conventions 


ARKANSAS RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Little Rock, May, 1928. L. P. Biggs, secretary, 
815-816 Southern Trust Building, Little Rock. 


CALIFORNIA RETAIL HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION AND EXHIBITION, Roof 
Garden of Hotel Whitcomb, San Francisco, Feb. 15, 16, 
17, 1928. LeRoy Smith, secretary, 112 Market Street, 
San Francisco. 


HARDWARE ASSOCIATION OF THE CAROLINAS CONVEN- 
TION, Charleston, S. C., June 5, 6, 7, 1928. Arthur R. 
Craig, secretary-treasurer, 804-806 Commercial Bank 
Building, Charlotte, N. C. 


CoNNECTICUT HARDWARE ASSOCIATION CONVENTION, 
Hotel Bond, Hartford, Feb. 16, 17, 1928. Henry S. 
Hitchcock, secretary, Woodbury. 

IpaAHO RetraiL HARDWARE & IMPLEMENT DEALERS 
ASSOCIATION CONVENTION, Pocatello, Feb. 7, 8, 1928. 
E. E. Lucas, secretary, Hutton Building, Spokane, Wash. 


ILLINOIS RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND ExuisiTion, Hotel Sherman, Chicago, Feb. 
14, 15, 16, 1928. Leon D. Nish, secretary, 14-16 N. 
Spring Street, Elgin. 


INDIANA RetatL HARDWARE ASSOCIATION CONVEN- 
TION AND ExuisiTIon, Indianapolis, Jan. 31, Feb. 1, 2, 
3, 1928. Convention headquarters, Claypool Hotel. Ex- 
hibit will be held at the Cadle Tabernacle. G. F. Sheely, 
secretary, 911 Meyer-Kiser Bank Building, Indianapolis. 


Iowa Retart HARDWARE ASSOCIATION CONVEN- 
TION AND ExursiTion, Des Moines, Feb. 14, 15, 16, 17, 
1928. A. R. Sale, secretary-treasurer, Mason City. 


LovIsIANA Retail HARDWARE IMPLEMENT AssSo- 
CIATION CONVENTION AND EXHIBITION, New Iberia, 
June 4, 5, 6, 1928. S. H. Sale, secretary, Shreveport. 


MICHIGAN RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND Exnuisition, Detroit, Feb. 7, 8, 9, 10, 1928. 
Headquarters, Hotel Statler; Exhibition, Convention 
Hall. A. J. Scott, secretary, Marine City. 


MINNESOTA RETAIL HARDWARE ASSOCIATION CON- 
VENTION, Municipal Auditorium, Minneapolis, Feb. 21, 
22, 23, 24, 1928. C. H. Casey, secretary, Nicollet at 
Twenty-fourth Street, Minneapolis. 


Mississipp1 RETAIL HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION, Edwards Hotel, Jackson, 


June 12, 13, 1928. Guy Nason, secretary, Starkville. 


MissourRI RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND Exursition, Hotel Statler, St. Louis, Jan. 23, 
24, 25, 1928. F. X. Becherer, secretary, 5106 North 
Broadway, St. Louis. 


MontTANA IMPLEMENT AND HARDWARE ASSOCIATION 
ConvENTION, Butte, Feb. 6, 7, 8, 1928. A.C. Talmage, 
secretary-treasurer, Bozeman. 


NATIONAL RETAIL HARDWARE ASSOCIATION CON- 
GREss, Boston, Mass., June, 1928. H. P. Sheets, -secre- 
tary-treasurer, 130 E. Washington St., Indianapolis, Ind. 


NEBRASKA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND ExuisiTion, Municipal Auditorium, Omaha, 
Jan. 31, Feb. 1, 2, 3, 1928. George H. Dietz, secretary, 
414-419 Little Building, Lincoln. 


New ENGLAND HsrpwaRE DEALERS ASSOCIATION 
CONVENTION AND ExuHisITION, Mechanics Building, 
Boston, Feb. 20, 21, 22, 1928. George A. Fiel, secre- 
tary, 80 Federal Street, Boston 9, Mass. 


New York STATE RetatL HARDWARE ASSOCIATION 
CoNnVENTION, Rochester, Feb. 7, 8, 9, 10, 1928. Head- 
quarters, Powers Hotel. Sessions and exhibit will 
be held at Edgerton Park. John B. Foley, secretary, 
City Bank Building, Syracuse. 


NortH Dakota Retait HarDWARE ASSOCIATION 
CONVENTION AND ExHIBITION, Minot, Feb. 15, 16, 17, 
1928. Exhibition at the Parker Auditorium. C. N. 
Barnes, secretary, Grand Forks. 


Ou1o HarpwarE ASSOCIATION CONVENTION AND 
ExHIBITION, Toledo, Feb. 21, 22, 23, 24, 1928. James 
B. Carson, secretary, 411 Mutual Home Building, 
Dayton. 


OKLAHOMA HARDWARE AND IMPLEMENT ASSOCIA- 
TION CONVENTION, Oklahoma City, Jan. 24, 25, 26, 1928. 
Charles L. Unger, secretary, 207-208 Bloomfield Bldg., 
Oklahoma City. 


Orecon Retait HArpwaRE & IMPLEMENT DEALERS 
AssociaATION CONVENTION, Portland, Jan. 31, Feb. 1, 2, 
1928. E. E. Lucas, secretary, Hutton Building, Spo- 
kane, Wash. 


PaciFic NortHWEsT HarpwARE & IMPLEMENT As- 
SOCIATION CONVENTION, Spokane, Wash., Jan. 25, 26, 
27, 1928. E. E. Lucas, secretary, Hutton Building, 
Spokane, Wash. 


PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE 
ASSOCIATION CONVENTION AND ExuisiTIoNn, Philadel- 
phia Commercial Museum, Feb. 13, 14, 15, 16, 17, 1928. 
Sharon E, Jones, secretary, Wesley Building, Philadel- 
phia. 


South Dakota Retait HarpwarE ASSOCIATION 
CONVENTION AND Exuisition, Coliseum Building, 
Sioux, Falls, Feb. 27, 28, March 1, 1928. C. H. Casey, 
secretary, Nicollet at 24th Street, Minneapolis, Minn. 


SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT 
AssocIATION, composed of Alabama, Florida, Georgia 
and Tennessee, Convention and Exhibition, Atlanta, Ga., 
May 22, 23, 24, 1928. Walter Harlan, secretary, 701 
Grand Theater Building, Atlanta, Ga. 


SouTHERN CALIFORNIA RETAIL HARDWARE ASSOCIA- 
TION CONVENTION, Los Angeles, Feb. 21, 22, 23, 1928. 
H. L. Boyd, secretary, 618 Hellman Bank Bldg., Los 
Angeles. 


VIRGINIA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND Exuisition, Jefferson Hotel, Richmond, Feb. 
21, 22, 23, 1928. Thos. B. Howell, secretary, 602 Broad 
Street, Richmond. 


West VIRGINIA HARDWARE ASSOCIATION CONVEN- 
TION, Wheeling, Jan. 24, 25, 26, 27, 1928. James B. 
Carson, secretary, 411 Mutual Home Building, Dayton, 
Ohio. 


Wisconsin Retart HArpWaRE AsSOCIATION CoNn- 
VENTION AND EXHIBITION, Auditorium, Milwaukee, Feb. 
7, 8, 9, 10, 1928. P. J. Jacobs, secretary, Stevens Point. 
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THREE LEAN MONTHS 


JANUARY 


FEBRUARY 


Lets fatten em up ‘up| 
With Poultry Supply Sales ,; 


ET’S get the poultryman’s business on to your books. 
He’s in the market NOW—getting fixed up for 





his spring hatches. The time’s short and he knows it. 
Here’s a chance for real profits—just when you need 


them. 


Get a stock of OAKES POULTRY SUPPLIES. Give them 
a good window display—they catch the eye—hold attention 


—and sell! 





Every poultry raiser will want the level; twenty-five drinking 





Never-Dry Waterer 
(Above) 
Connects with hose or stor- 
age tank—float valve keeps 
water always at proper 






holes. 





items shown here for his baby chicks 
—their superior features stand right 
out—he can’t miss them. And he'll 
want some of the larger OAKES 








Oakes “Capacity” 
Chick Feeder 


(At right) 














Stock now! 


TOP FLED 


HEAVY BA) 





AUTOMATIC 


DRINKING SPACE FLOAT VALVE 





In SUMMER) 


For use 


raiser, 


LARGE METAL 
Olt CONTAINER 


Oakes “Capacity” Fountain 


A splendid general purpose fountain that fills from 
the top and is very-easily cleaned. Made in five 
and eight gallon sizes—both very salable. 


Quatity 
970) 08 Bo B10) OS 





equipment, too, for his older fowls. 





(useo Fon Swe Oakes New 
Buttermilk Feeder 
half-gallon 


Very low 
needed by 


jars. 


chick 


Marvelous time and la- 
bor saver for large 
flocks of chicks; two 4 
sizes hold 58 and 87 
Ibs. dry mash. 


LARGE COAL CAPACITY \ 


HEAVY STEEL 
TELESCOPING CANOPY 









AUTOMATIC 
ORAFT CONTROL 


WAFER 
THERMOSTAT 





and 


and 


Oakes Furnace Brooder 


The largest and most dependable brooder on the 


market. Burns soft or hard coal; 1500 chick 
capacity. Revolving canopy and many other ex- 
clusive advantages make this broeder stove easy to 
sell. 


Send for complete catalog and 
‘special new dealer’s offer” 


Write for it today. Let’s get this poultry- 
man’s business while the time is ripe. 


Oakes Manufacturing CO. 
347 Dearborn St. 


TIPTON INDIANA 
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Guest in Hotel—“There are two mice 
fighting up here in my room.” 

Room Clerk—“How much are you pay- 
ing for your room?” 

Guest in Hotel—“One dollar.” 

Room Clerk—‘“What do you expect for 
a dollar, a bull fight?” 

Country Policeman (at scene of mur- 
der )—‘‘You can’t come in here.” 

Reporter—“But I’ve been sent to do the 
murder.” 

Policeman—“Well, you're too late; the 
murder’s been done.” 

She sat on the steps at eventide, enjoy- 
ing the balmy air: He came and asked, 
“May I sit at your side?” And she gave 
him a vacant stair. 

Guest (angrily at having been kept wait- 
ing at the station)—So you had difficulty 
in finding me, eh? Didn’t your master de- 
scribe me? 

Chauffeur—Yes, sir; but there are so 
many bald-headed, bow-legged, fat gentle- 
men with red noses. 





Who could want a better epitaph than 
this: “He kept his tears to himself and 
shared his laughter with others.” 





Bert: D’you know a good cure for a 
cold, Alf? 

Alf: Have you the price of a couple of 
rums on yer? 

Bert: No. 

Alf: Well, it ain’t much good me tellin’ 
yer then! 





hear that Peter 
Wasn't he your 


“I was shocked to 
eloped with your wife. 
best friend?” 

“He is, but he doesn’t know it yet 





Mannishly dressed lady—“Did 
catch any fish, little boy?” 

Country Boy—‘“No.” 

M.D.L.—“No_ what?” 

Boy (gazing dubiously at her rig)— 
“Durned if I know.” 


you 





Margaret C.: “What is that bump on 
your forehead, Bobbie?” 

Bobbie B.: “Oh, that is just where a 
thought struck me.” 





contemporary puts it: 
have been copied, the rest will be.” 


Hot of the Nail Ke 


Little yarns that others have laughed 
Asa 


“Some of them 


culled from various sources. 


| Counsel: “The cross-examination didn’t | 
seem to worry you. Have you had any | 
experience in that line?” 
Client: “Married three times.” 





My, look at those dirty football players, 
how will they ever get clean? 

What d’ya think we have a scrub team | 
for? 





“Did you attend any of the world’s series 
games?” 

“No, I used up all my grandmothers last 
summer.” 





Myrtle—What is the most dangerous 
part of an automobile? 
Grace—The nut that holds the steering 


wheel. 





Visitor—Sonny what’s the noise upstairs ? 








Sonny—Maw’s dragging Paw’s pants 
over the floor. 
Visitor—That shouldn't make much 


noise. 
Sonny—I know, but Paw’s in ’em. 
Wife—Look at that adorable hat in the 
window, John. Let’s go buy it. 
John—Certainly, dear. Right by it. 








A hod of coal, a dry, dismembered bough. 

A gas or oil stove all lit up, and thou 

Beside me toting up the Christmas bills— 

That’s how we pass the winter evenings 
now. 





There is a new tong war between the 
icemen and the manufacturers of\ electric 
refrigeration. 





The difference between a business man 
and a business woman is that the business 
man looks in a business paper for a new 
wrinkle and the business woman looks for 
the same thing in a mirror. 

Hotel servant: “The gentleman from 
No. 14 has fallen over a pail I left in the 
passage and he is soaked through and 
making an awful fuss.” 

Manager: “Give him a clean towel at 
once and put down ‘one bath’ in the bill.” 


Willie: “Pa, what’s a parasite?” 
His pa: “A parasite, son, is a man who 
walks through a revolving door without 








doing his share of the pushing!” 

















An old lady walked into the Judge’s of- 
fice. “Are you the judge of Reprobates?” 
she inquired. 

“IT am the judge of Probate,” replied 
his honor, with a smile. 

“Well, that’s it, I expect,” answered the 
old lady. “You see,” she went on confi- 
dentially, “my husband died detested and 
left several little infidels, and I want to 
be their executioner.” 





Sandy Junior—“Ye promised to gie me 
sax-pence if I was top boy at school. I’ve 
been top boy for two weeks running.” 

Sandy Senior (reluctantly)—‘Well, 
here’s a shilling, but ye must give up 
studying so hard—it’s not good for ye!” 





Rev. George Washington Jackson had 
lost a fine, fat ‘possum. Later, at a re- 
vival, one of the grief-stricken mourners 
would not be comforted. 

“Cheer up, brothah,” exhorted Rev. 
Jackson. ‘No mattah what yo’ sin, it will 
be fo’given.” 

“But not diss’un,” sobbed the mourner. 
“Ah sho’ am a pow’ful sinnah.” 

“Yo stole some white man’s chickens?” 

“Wussen ’at.” 

“Oh, “Lawd, help dis po’ lamb. Has yo’ 
used a razzuh?” 
“Wussen at. 
3rothah Jackson. 
“Den ah knows,” shouted the preacher, 
coming down from the pulpit, peeling his 
coat. “De good Lawd fo’give yo’ effen 
He feels dat a way, but ah’s gwine to climb 
yo’ frame. Yo’s de skunk what stole mah 

“possum.” 


It’s wussen murdah, 


A doctor was examining a_ hospital 
corpsman for advancement in rating. 
“What would you do if the captain fainted 
on the bridge?” 

“Bring him to,” warbled the aspiring 
corpsman. 

“Then what?” asked the doctor. 

“Bring him two more,” returned the 
gob. 


“If you had to do it all over again would 
you marry me, dear,” asked Mrs. Eaton. 

“Of course,” answered Jimmie, “If I 
had to do it all over again.” 
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A Brand New 
Sells Fast— 


Sales Item! 










Small Stock— 
Quick Turnover— 
Big Net Profit 


Every Car with Mileage of 10,000 or More 
Needs New Ignition Cable 


HE first thing to lose efficiency on a car is the 
high tension cables to the spark plugs. Renewal 
shows instant improvement in power and fuel economy. 
Here are brand new sales possibilities ready for you. 


REC.U.S.PAT.OFF. 


IGNITION CABLE SETS 


Nationally Advertised n 






Abate national advertising, leading off next 
month with full pages and color advertisements 











in the Saturday Evening Post, will tell the motoring cf 
public how to improve motor performance with 
Packard Ignition Cable Sets. The sets are neatly 
packed in cartons making selling easy. Quickly in- PACKARD 
stalled without special tools. Full display and mer- COMPANY 


chandising material is provided for your use. You 
only need ten sets for original stock to serve any 
make of car. (About $21.00 invested) and the profits 
are big—send coupon today for full information, 
giving name of wholesaler. Get a set for your own 
car; give make, model, and year. 









Warren, Ohio 


Send me: 
a {Check what you want} 


O Full information on 
SS Packard Ignition Cable Sets 






= 


O Ten assorted sets to fit all 
cars throughmy jobberas follows: 


x Jobber’s Name and Address 0... cise... 








Shaw / 
The Packard Electric (A242) Company, Maren, Ohta 











FOUNDED “OUEST IN 1890 





af My Name 
( For more sbace write in margin} 
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Make 1928 Show More 
Refrigerator Profits 


In a few short months the 1928 demand for 
refrigerators will have reached its peak. Now is 
the time to look ahead to your requirements. The 
Challenge Line is broad, both in type of construc- 
tion and in price range. There is the low-priced 
but well made Challenge Grand ; there is the beau- 
tiful, all-porcelain Challenge Iceberg. The entire 
line is as complete as you could wish, with prices 
low and quality unquestionable. Investigate the 
Challenge Line now. Full details on request. 


CHALLENGE 


Refrigerators 


Manufactured by 


CHALLENGE REFRIGERATOR COMPANY 
GRAND HAVEN, MICHIGAN 
One of America’s Oldest and Largest Refrigerator Factories 














Everybody’s Business 
(Continued from page 24) 


We are doing more than all others to shake the world 
out of its long slumber. Of necessity, our policy has 
become imperialistic instead of parochial. We have cast 
off our inferiority complex and aspire to be first not 
only in finance, commerce and industry, but in art, fash- 
ion, literature, sports, science and philanthropy. We 
give much time to peace propaganda, but continue the 
precaution of fostering a martial spirit among our 
younger generation. 

Uncle Sam does not propose to be merely a debt col- 
lector. Having entered into international transactions 
on a large scale, he has wisely recognized that there is 
no way for him to avoid international responsibility. 

The statesman in his high hat and frock coat—the 
orator with flowing locks and lurid adjectives—is fading 
out of the picture. Judging from the lessons of history 
we have made no mistake in placing our national destiny 
in the hands of the business executive, the financier, the 
scientist and the statistician. More important decisions 
are now made in the executive offices of great corpora- 
tions than in the legislative halls and committee rooms 
of Congress. Even that Europe which ridiculed our 
methods is hastening to imitate them. The business man 
supported by able accountants armed with facts and 
figures is making royalty useful only for ceremonial 
occasions. 

When we look ahead there is no end to the picture 
that spreads before us. Modern research declares there 
is nothing unsolvable if the need of solving it is great 
enough. The trend of invention will be determined by 
the urgent requirements of busy people. When the 
desire to travel through the air becomes widespread, 
science will quickly eliminate the present risks of flying. 
A sudden decline in the production of petroleum will 
bring about a speedy increase of at least 50 per cent in 
the efficiency of all types of internal-combustion engines. 

Traffic congestion and a public recognition of the 
necessity of getting sunlight to city people will force the 
abandonment of smoke-producing solid fuels and cause 
the development of super-gas systems that will distribute 
heat units through pipes. The coal bin will be as rare 
a sight to the average householder as is the backyard 
pump, today. 

The need for conservirlg electrical energy will compel 
the solution of the problem of “cold light,” and as a 
result we will get twenty-five times as much illumina- 
tion for each dollar we spend. At present 96 per cent 
of the energy sent through the filaments of our best 
lamps is -lost in the form of heat. 

A scarcity of food accompanied by a rise in prices will 
force the chemist to perfect a means whereby carbon 
dioxide and water will be made to combine in a way 
that will permit a material increase in the efficiency of 
absorption of sunlight. The result will be a practical 
method of producing as much starch in a few hours of 
sunlight on a small area as nature now produces on a 
large area during a period of months. Regions of 
perennial sunshine, such as the Sahara Desert, will then 
be converted into busy industrial communities made up 
of enormous food factories sending their products to 
all parts of the earth. 

Distant vision by wire and radio will greatly benefit 
many lines of business. The “sound of a face” has 
already been sent thousands of miles a number of times. 
Recently living images starting from a laboratory near 
New York leaped across the ether and landed on a 
screen before an audience sitting in a room in Wash- 


























HARDWARE AGE for JANUARY 19, 1928 | 


61 





ington. In its final development, television will exercise 
a great influence over every branch of the amusement 
industry. It will become a commercial reality when 
300,000 optical fragments can be transmitted every 
second instead of the 50,000 now possible. 

The use of radio in the operation of trains is entirely 
feasible and will effect economies. Instant communica- 
tion not only between different moving trains, but be- 
tween the locomotive and the caboose of the same train, 
will bring about another useful application of “wired 
wireless.” Radio very soon will be playing an important 
part in controlling and communicating with all sorts of 
moving objects. 

Radio power is an accomplished fact in the laboratory. 
When this feat becomes possible on a commercial scale, 
we will have airplanes, automobiles and trains driven by 
electric waves transmitted without wires. Our coal will 
gravitate to enormous central stations that will generate 
practically all of the energy used by the industries of 
entire districts. Isolated homes, as well as factories, will 
be able to tap this mighty source of surging energy. 

Our ordinary broadcasting stations now project ran- 
dom waves in all directions. The new method called 
“beam radio,” will bring the waves under control. A 
succeeding development will be the perfection of ma- 
chines for projecting the waves in parallel beams. From 
this accomplishment it is only a step to a system where 
the high-tension current will be brought down to a pres- 
sure sufficiently low for use by the householder. No 
one can say at present what the effect will be on our 
bodies when we commence to move about in a new world 
of wireless energy that will supply current for lamps, 
washing machines, vacuum cleaners, toasters and hun- 
dreds of other devices. 

Since all of these things have a sufficiently satisfac- 
tory laboratory history to justify their being listed among 
coming probabilities, we may be sure that life tomorrow 
will be filled with interest and romance. American 
civilization as a whole is moving toward one great 
center—the power house. In the new era the chief 
builder and the principal personality will be the engineer, 
rather than the statesman. Politics will bow to science. 
Industry that once enslaved is now fighting on the side 
of humanity, for it is our new mechanical forces that 
are now doing more than all else not only to reduce 
drudgery, but to provide the present generation with 
grass, trees, flowers and fresh air—the very things that 
would seem to be out of keeping with a machine made 
age. 


Her Secret 


It was not the fee that caused Sandy to look so sor- 
rowful, as he staggered from the palmist’s tent. “Mon, 
Sandy, whit’s wrang wi’ ye?” exclaimed a friend. “Ye’re 
lookin’ awfu’ glum.” 

Sandy pointed to the tent he had just left and an- 
swered: “That wumman in there told me my wife’s 
second husband was tae be very handsome and clever.” 

“But,” said his friend, “ye’re no needin’ tae worry 
about that. It'll be all the same when ye’re dead and 
awa’.” 

“It’s no that,” replied Sandy. “Whit’s makin’ me 
sad is tae ken Jean wis mairrit afore an’ never telt me!” 

















ARCADE 
FLOUR | MILL 

















New Features 


a. Handle that cannot slip and fastens 
securely on a square base. 

b. The hopper dovetails into the machine to 
prevent grain and dust from leaking out. 


The Arcade Flour Mill will.grind all types of 
grain to any degree of fineness. It is particu- 
larly convenient both for making fine flour or 
coarse chicken feed. 

The mill is equipped with high speed adjust- 
able grinders simple in construction, grinds 
rapidly, and works very easily. 

The Arcade Flour Mill comes in three sizes, 
No. 1, 2, and 3. Mills No. 2 and 3 are equipped 
with fly wheels so that they will operate by 
means of a belt drive. 





Write us for catalog 
Ask your jobber for prices 


ARCADE ="rayvs 
Arcade Manufacturing Co. 


Freeport, Illinois 
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# NEW YEAR * 


—an Old Name and a Good Idea 


1928 is before you—full of 
new promise and possibili- 
ties. 


HERSCHEL is with you 
with the same good quality 
and service rendered since 


1886. 


This business has been built 
on Service. May we suggest 
that you make yours the 
SERVICE store of your 
territory in 1928. 


If you can get the farmers 
around you to know that 
YOU have what they need 
when they need it, you will 
have their trade for ALL 
their needs. Your business 
will grow by leaps and 
bounds. Nothing you can 
do will accomplish the same 
result as easily and quickly 
as an ever ready repair 
stock. 


R. Herschel Mfg. Co. 


PEORIA ILLINOIS 
Branches: Minneapolis, Minn., Omaha, Neb. 
“Good equipment’ makes a good farmer better.” 





Mower and reaper sections and knives; 
guards, heads, rivets; cutting parts for 
mowers and binders, corn harvester and 
hand cutter knives; single and doubletrees; 
wagon bowes; spring seats; endgates; lawn 
mowers; check rower wire ; clevises; and 
1000 other agricultural implement supplies. 





ye Some More About Fixing Things 


(Continued from page 35) 


Take religion, for instance. Is religion not based upon 
the fact that man, when given his first chance in a beau- 
tiful world, did not do anything else but fall? Have 
the great leaders of mankind counted any too much upon 
the will power and spiritual high character of their peo- 
ple? All of these great leaders—Moses, Confucius, 
Buddha and Christ—laid down the laws to govern the 
people. Then religious organizations were formed to 
make the people follow these laws. All through the 
history of the world there have been penalties for the 
religious backsliders. The whole effort through eccle- 
siastical history has been to fix things so they can’t. 

x * * 


Well, here we are today in the Twentieth Century 
after all this world experience, and just what do we do? 
Suppose you have a large sum of money. What do you 
do with it? Do you leave it lying around loose? No, 
my dear Alphonse and Mignonette, you do not. You 
take it to the bank and see it safely deposited in a steel 
safe. Well, why the steel safe? Why the armored car? 
Why the policeman standing on every few corners with 
a loaded pistol on his hip and a club in his hand? Just 
because human experience teaches that you must fix 
things so they can’t! If you don’t, they will. 

Now, take it in a national way. Our civilization, many 
believe, is the best the world has ever known. There 
was an attempt made to fix up a League of Nations 
in order to put an end to war. We all know that the 
attempt has not been entirely successful. Why does every 
country have a standing army? Why the immense sums 
we are spending for the Navy? Why should we not 
disband our armies, scrap our battleships, and have a 
brotherly trust and confidence in the other nations of 
the world? You know why. very well. 

eso 

The plain truth is that civilization has not advanced 
to a point yet where we can trust each other. In order 
to protect our peace and liberty, we must fix things so 
other nations cannot interfere with our peace and lib- 
erty. We still live in a world of force, where we can- 
not trust ourselves, nor can we trust others. We know 
too well the frailty of human weakness. 

i 


Therefore, just at this time, in the year 1928, I in- 
tended to write in my recent article and convey the idea 
that it was the part of wisdom, not so much to make 
good resolutions as to fix things with ourselves and in 
the management of our businesses by rules, by regula- 
tions, by budgets and by every other legitimate way, so 
we will be controlled and be compelled to continue in 
the direction that we have decided upon in our most sane 
moments, when we lay our plans without pressure from 
the outside, with cool heads, and with the facts and 
figures of our businesses before us. 

ae 


The other day I had a most interesting visitor. He 
was a bootlegger, but he did not call to sell me anything. 
This bootlegger was very clear-headed. What he said 
was this: “I have made a great deal of money as a 
bootlegger. I have a nice wife and several fine chil- 
dren. I do not like the business. I went into it be- 
cause I could make money quickly. Our neighbors criti- 
cize us because they know I am a bootlegger. At school 
they twit my children with this fact. Personally, I do 
not like my associates in this business. Now I have 
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decided to sell out. Bootlegging is a good, profitable 
business, and, of course, from a financial standpoint I 
hate to quit. Still, I have thought out the entire matter, 
and for the sake of my family and my own future, now 
that I have accumulated quite a fortune, I have made 
up my mind to go into business, and it occurred to me 
that the hardware business was quite respectable, even 
if it was not very profitable. Therefore, I have come 
to you to talk over going into the hardware business— 
the proper location, etc.” 
ae ae 

The frankness of this bootlegger was refreshing. 
Having made “his,” he decided to give up bootlegging 
and become respectable! Now he did not indulge in 
any hypocritical talk about reformation. He did not 
say he wished to lead a better life and become a bet- 
ter man. He did not state that he preferred to be in a 
legitimate business, where it would not be necessary 
for him to break the law. He had simply figured it 
out that bootlegging was a bad thing for him in the 
end, as well as for his family, and, therefore, he wished 
to. go into a more respectable business. He wished to 
invest his bootleg profits in good, honest hardware. 

* * * 


I rather liked this bootlegger because he was not a 
hypocrite. He made no pretences of any kind. He had 
simply sized up the situation and had decided to fix his 
life so the things he did not like could not happen to 
him. He had not changed in the slightest. Personally, 
he did not expect to change, but he did expect the kind 
of life he was leading to change! 

at ti, 

There is logic in events. The other night I happened 
to pick up Tolstoi’s “Anna Karenina.’””’ You remember 
that in this story Anna was not loyal to her husband. 
Her husband knew the facts, but he did not do anything. 
He had a patience that was almost beyond comprehen- 
sion. When he was asked why he did not assert his 
rights—why he did not punish Anna and her lover—the 
husband simply replied: “J leave them alone. They will 
destroy themselves.” 

ae, ae 

I could not help but associate this statement with the 
two executions that took place here in New York last 
week. A man and a woman who were lovers and who 
murdered the woman’s husband were killed in the elec- 
tric chair the same night. The sure and certain evolu- 
tion in the unfolding of their story and its conclusion 
remind one of “Anna Karenina,” a book written so 
many years ago. They destroyed themselves. 

* * * 


Who are really the happiest people in the world? I 
have been thinking quite a little about this. It seems 
to me that they are: Sailors, soldiers, college men, col- 
lege women, preachers, nuns and priests, not, of course, 
overlooking school children. Why are these classes of 
people the happiest? Simply because their lives are 
ordered and arranged for them. They are not faced 
with the terrifying responsibility of freedom of action. 
Almost all college men, in later life, look back with 
fond regrets to their carefree college days. Their liv- 
ing was provided for. Their duties were fixed. 

xk * * 

Once the Mother Superior of a convent made her 
annual call at my office. We always enjoyed a pleasant 
chat. I asked her if she was really happy. She replied, 
of course, she was. “But, why are you happy?” I per- 
sisted. “Well,” she answered, “I do not have to worry. 
I lead an orderly life. I am in God’s hands.” 














Sales Appeal—at 
the Point of Sale 


More people can be attracted to specific merchandise 
purchases at less cost with Warren’ Fixtures and Dis- 
play Tables. For your displays of merchandise are 
prominent, appealing, and timely—at the point of sale. 


Actual records show you can expect from 25% to 
200% increase in sales 
as the direct return 
from Warren Fixtures 
and Display Tables. 
And a fraction of even 
a small gain will 
shortly pay for the out- 
lay. 


The George Hardware 
Co innell, Iowa, 





NEWS ITEM: 


have just completed remodeling. the interior of their 
building which has been occupied as a hardware store 
for fifty years. A complete equipment of Warren 


“Economical” Wall Fix- 
tures, Counters, and 
small merchandise Dis- 
play Tables has been in- 
stalled under the super- 
vision of an experienced 
Warren store engineer. 
Fixtures sampled and 
displays arranged by 
Warren trained service men make this store one of 
the most complete and practical in the state of Iowa. 





Would you like to see a floor plan embodyin * 
recommended changes to help your business aot 
Siniply send rough sketch of your store today. No 
obligation. 


Drastic reductions in prices on Warren “Economical” 
Small Merchandise Display Tables effective January 
2nd, 1928. Display Table Folder Number 85, with 
new prices, sent upon request. 


J. D. Warren Mfg. Company 
208 W. Washington St., Chicago, II. 


J. D. Warren Mfg. Co., 
208 W. Washington St., Chicago, Ill. 


Please send me: [] The Warren Fixture Catalog; [] Display Table 
Folder No. 85, as featured in Hardware Age. 
Eh ee Pee Pree TEP EEE REP TEETER EEO CL Oe ' 
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With the Sebco line you can enjoy quicker turn- 
‘| over and carry a smaller stock because there is a 
Sebco Bieach near you that carries a complete 
stock. Sebco helps you move your stock with a 


national stata campaign. 

DRYVIN pete nen shield you hammer home. 

TAMPIN bolt shield of of high holding 
is 

LOXIN A snsebine bolt shield that permits a wide 
range in hole diameters. 

SCRUIN  Alead screw anchor that takes more sizes 
of screws than other designs. 


Send for samples of Dryvins~Tampins~Loxins—Scruins 
STAR EXPANSION BOLT COMPANY 
148 Cedar Street New York City 


WIN 


““RUBBER-NECK” No. 818 


THE new “RUBBER-NECK” feature of TWIN SEAM is a dandy. 
Note how the “RUBBER-NECK” between palm and ey hugs the 
wrist and makes the gloves ‘stay put.” Remarkably fine for work 
and a big SELLING feature 

















entailing ommeeent wrist movement, 
because it SERV! 


No. 6186 fy NECK. Genuine Sid 
Leather =. ey stri Flannel Or der f rom 
RUBBER-NECK st wrist. astic Your Jobber 


U. S. GLOVE CO. Marion, Ind. 


Manufacturers 





“RUBBER-NECK” ? 








It is a well-known fact that the lives of preachers 
are much longer than those of the average man. A de- 
vout preacher living up to his faith does not worry. He 
unloads his burdens on the Lord. He does his duty day 
by day in this world and looks forward with delightful 
anticipations to the next! All of this class of people 
have their lives fixed so they can’t. Therefore, I think 
they are happy. Just compare these lives with that of 
a person whose mental attitude is that we live in a 
world of accident and chance, where nothing is fixed or 
settled, except the natural laws of the universe, about 
many of which we are entirely ignorant. 


* * * 


Therefore, with such thoughts as I have attempted to 
outline above, it seemed to me that at the opening of a 
new year it was wiser not to start out with a lot of 
good resolutions, but to arrange our lives and our af- 
fairs on sane lines—in other words—to fix things so we 


can’t! 
* * * 


I trust that this long explanation will clarify my re- 
cent New Year’s article, and that my critics, even if 
they do not agree with me, will at least understand more 
clearly exactly what I meant. Allow me to add that I 
do not especially care whether my readers agree with 
me or not, but I do care very much whether they under- 
stand me or not! 


Wasted Postage 


BSOLETE mailing lists caused advertisers the loss 

of more than $1,000,000 last year in first- and 
second-class postage alone, according to postoffice au- 
thorities. Loss in third-class postage was much larger, 
but cannot ‘be estimated because non-deliverable third- 
class matter is not sent to the dead letter office, but dis- 
posed of as waste without record. This tremendous 
waste has caused the postoffice department to plan means 
of informing advertisers how to avoid it. 

Postal records show that during the year 12,688,567 
first-class advertising letters alone, comprising over 50 
per cent of all dead letters, were destroyed by the dead 
letter office. At 5 cents each for production and postage, 
these cost advertisers $635,428.35—a pretty penny to 
throw into the waste basket. Incorrect addresses from 
out-of-date mailing lists and the lack of a return card 
on envelopes accounted for fully 95 per cent of these 
undelivered advertising letters. In addition, many thou- 
sands of letters failed to reach the addresses because 
careless clerks omitted names, postoffices or States in 
addressing letters. 

Many advertisers apparently think that an envelope 
is more likely to be opened by the addressee if it is 
plain, not identified as advertising matter by a return 
card in the corner. The postoffice disagrees, holding 
that practically all first-class letters are opened by re- 
cipients even when obviously advertising matter. It is 
contended that if envelopes bore the senders’ addresses, 
their return when undeliverable would enable the senders 
to check up on their clerks and mailing list and fre- 
quently avoid part of the loss by using inclosed matter 
again. 

It is plain that handling this large volume of wasted 
advertising also causes a loss to the government. A 
better understanding of the situation would save money 
for everybody concerned.—Cleveland Plain Dealer. 


Reading matter continued on page 66 
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Your customers stay satisfied when you 
sell them 


BROWN & SHARPE 
Hair Clippers 





There’s a size and style for every 
hair cutting requirement: 


The “Bressant” made in seven sizes 
The “Narrow Plate” made in two sizes 
The “Home Model” made in one size 
The “Electric” made in four sizes 


Dept. HA 


BROWN & SHARPE MFG. CO. 
Providence, R. I., U. S. A. 


BROWN & SHARPE HAIR CLIPPERS 


Made Best—They give complete satisfaction 
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A successful merchant once said: “People do not 
need to be informed so much as to be reminded.” 

The object of the Cleveland Metal Display Drill 
Cabinet is to attract attention, remind drill users of 
their needs, increase your sales of Cleveland Drills 
and add to your profits. 










Ga 


Cleveland Metal Display Drill Cabinet 


is doing this successfully for hundreds 
of retailers. These retailers are selling Give drills and reamers the same chance 
more variety of sizes and patterns of you give other tools. You don’t have to 
drills than ever before. stock or re-order Cleveland Drills to 
secure a cabinet. It is sold separately at 
less than manufacturer's cost to us in 
large quantities—$20.00 f.o.b. Cleveland. 
nh ong = gun oa Ors If bought through the usual “Store Fix- 
Genie. ture” channels, it would cost you $40.00 
ie ied saleby seliaiihin ahead or more. Mail the Coupon for complete 
your Cleveland Metal Display Drill Cabinet. information about this beautiful Olive- 
green Cabinet. 
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REGISTER 


Heat that flies to the 
ceiling is wasted. Sell 
“Gem” Register 
Shields, which direct heat where most needed. 
Attractive and easily adjustable. Fit all size 
registers. Floor Shield 
retails at $1.50; Wall 
Shield at 75c. 








1140 BROADWAY. NEW YORK.NY 


BUY FROM YOUR JOBBER 


SHIELDS 


_ GEM" ADJUSTABLE 



















SAVE 40% 


COMPARE OUR PRICES FOR 
Letterheads, Envelopes and Labels 


1000 2000 4000 
Letterheads 84x ll $3.50 $6.50 $12.00 
Noteheads 54% x 8% 3.00 5.50 9.00 
Envelopes 3% x 6% 3.50 6.00 11.00 
Labels 3% x 5% 3.50 6.00 10.00 


Volume production, special merece 41 
dardized equipment, no open accounts 
enables us to save you 40%. 
Hammermill Bond paper- with printing as 
GOOD asthe BEST, better than most. 


FEDERAL ENVELOPE & LABEL COMPANY 












240 W. 12th STREET, ERIE, PA. 
Horse Clippers 
Animal Clippers 


(Cates 
| S 


Makers of Precision 
COATES CLIPPER & MFG. CO. 


Hair Clippers 
Worcester, Mass. 








The quickest, most eco- 
nomical and convenient 
way to tin soldering 
coppers. Known and 
used by plumbers every- 
where for years. 


A live item for any 
dealer. 


Write for prices. 


Special Chemicals Co. 
Waukegan, III. 
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What is a Good Clerk Worth? 


OT very long ago a salesman-friend of mine noticed 
that one of his customers had hired a new clerk— 
the third in as many months. 

Calling the boss aside, the salesman commented on the 
numerous changes. “I see you have a new fellow up in 
front there, George. How come?” 

“Yes,” was the reply. “I simply can’t seem to get the 
kind of fellow I want. I have to cut down expenses and 
I want a clerk who doesn’t ask a banker’s salary and who 
can really sell. But instead of going down—my expenses 
seem to go up and my turnover barely turns over.” 

The salesman pondered. “The whole trouble seems 
to be that you’re trying to get a fifty-dollar-a-week man 
for about twenty-five dollars and expect him to sell twice 
as much merchandise as he should. You used to have 
a fellow up there who got forty-five dollars a week. He 
was a good man, he had a lot of friends and he made 
a lot of sales that you would have missed otherwise, but 
you wanted to save a few dollars so you got one for 
thirty-five. You saved ten dollars a week and you Jost 
about fifty in sales. If that’s good business I’m a Hindu. 

“George, you're only one of thousands of store owners 
in this world who are doing the same thing. They try to 
save a few dollars, and they fire a good clerk, take one 
on for much less money and wonder why he doesn’t sell 
the same amount of goods. Some day you’re going to 
learn that if you pay a man his price—of course, there 
is a limit—you get much better results and your cash 
register will tinkle more often. Here’s just an example 
to show you that you’re not the only one who has the 
same mistaken idea. If you will look through the pages 
of any one of these magazines (he picked up a magazine 
lying on the boss’s desk) you will find a lot of advertis- 
ers using one-inch ads when they ought to be using two 
or three-inch ads. You will find advertisers using quar- 
ter-pages who ought to be using half-pages. You look 
at their ads and you don’t read them. They seem to be so 
crowded full of illustration and copy that you won't 
take the time to wade through that mass of material. 
Even if the headline is interesting you don’t want to take 
the time to read all that stuff. 

“Just another case of .where a person by trying to 
save a few dollars fails to get his message across to as 
many people as he would like to and to as many people 
as he should. If he has a longer story to tell or a setting 
to his ad that requires considerable white space, he should 
by all means use enough space even if it does cost him 
a little more. The results will more than pay for the 
difference in the cost of the space. 

“T know you're not an advertiser, but still you read 
these ads and you know what I mean. Now just apply 
that to yourself. You're not tight—you’re. just a business 
man trying to cut down expenses. But don’t think that 
you can cut down expenses by cutting off your source of 
income.”—Meredith’s Merchandising Advertising. 


Queering Santa 


Kind Old Man: “And do you know why Santa 
Claus didn’t bring you anything, little girl?” 
Doll-Faced Child: “Yes, damn it, I trumped father’s 


ace in a bridge game on Christmas Eve.” 
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First Comes Character 
By H. Addington Bruce 


OT so long ago, I had occasion to glance through 

a list of twenty-four major traits affecting a 

man’s prospects for getting on in life. Of the 

twenty-four, no fewer than sixteen were traits of char- 
acter rather than traits of mind. 

This, of course, implies that in the long run, character 
counts for more than mentality in determining the degree 
of one’s success. To many, this implication will seem 
absurd. 

For notable achievement, the doubters will argue, there 
must be notable mentality, and in the very nature of the 
case a first-rate mind will carry the day over a second- 
rate mind every time. Such an argument overlooks a 
vital point. 

A. man of ordinary intelligence may never be able to 
periorm quite so brilliantly as a man of genius. But to 
perform brilliantly is not necessarily to make one’s life 
truly successful. 

It is notorious that many a man of genius has de- 
frauded himself of his rightful due simply because he has 
lacked character. 

And as regards competition between first-rate minds 
and second-rate minds, character is again the great deter- 
minant. If the first-rate mind is endowed with a second- 
rate character, life’s prizes will go to the second-rate 
mind advantaged by a first-rate character. 

Much to the point in this connection is Lord Beaver- 
brook’s dictum of judgment, industry, health and self- 
control as the four factors requisite to the winning of 
any high degree of business success, with chief emphasis 
on self-control. 

As everybody knows, the uncontrolled tend to indulge 
in excesses that soon or late undermine both health and 
mental power. Also the uncontrolled, the weak in char- 
acter, are subject to emotional moods and storms that 
mean lessened ability to think and to accomplish. 

How to strengthen one’s character if one has to con- 
cede that it is not so strong as might be? 

This is not a question to be answered in a few words. 
But one helpful hint, one astonishingly helpful hint, may 
be gleaned from the writings of that foremost of Amer- 
ican psychologists, the late William James: 

“Keep the faculty of effort alive in you by a little gra- 
tuitous exercise every day. That is, be systematically 
ascetic or heroic in little, unnecessary points, do every 
day or two something for no other reason than that you 
would rather not do it, so that when the hour of dire need 
draws nigh it may find you not unnerved and untrained 
to stand the test.” 

And now, please reread all of the foregoing. Read 
it slowly and thoughtfully with reference to your own 
habits and inclinations. For conceivably it may help you 
to a most significant recharting of your own life. 
(Copyright, 1927, Fred A. Wish, Inc., New York City.) 


LEADERSHIP 


True, Napoleon landed at St. Helena, and Lincoln met death 
at the hands of a maniac, but while they lived, they lived. 
Leadership carries with it responsibility and danger, but also 
greater remuneration and greater enjoyment of life. 








Two Can Openers 
With Good Features 


Our No. 100 style Can Opener opens cans 
easily without leaving a ragged edge. 
Has a sharp point which pierces can in- 
stantly, and the hardened and tempered 
steel blade cuts through quickly without 
tearing. The folding cork screw is an- 
other feature and the round white 
enameled handle affords a comfortable 
grip. Also made in colors, red, blue, 
green and yellow. 





No. 200 Can Opener has a double notch 
cap lifter in end of handle. Very con- 
venient for opening bottles and glass jars 
with vacuum caps, also has large folding 
cork screw and a heavily nickel-plated 
handle. Both styles packed in attractive 
display boxes. 

All Voos Can Openers will cut through the 
top or around the side. 





Sales Representatives: 


JOHN H. GRAHAM & CO., INC. 
113 Chambers St. New York City 


THe = VOOS > 0, 


161 Porter St. New Haven, Conn. 


No. 
200 
















Here you are 
“BIG BOY” 







When your customers want to 
clear snow away from any 
large area sell them 


RUGG No. 81 


GALVANIZED 


SNOW SCOOPS 


Send for sample 




















RUGG MFG. CO., Greenfield, Mass. 


Also manufacturers of Wood and Steel Snow Shovels—Hay and 
Lawn Rakes—Hardware Specialties. 
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It doesn’t take an 
OPTIMIST to SMILE 
at this MARKET J 


Over 2,000,000 Model T Ford owners will drive up 
to service stations, accessory stores and garages 
in the next 12 months for new radiators. An aver- 
age of 167,000 Radiators will be sold every month 
in 1928 for one out of every five Ford cars and 
trucks. Are you going to wave the Peerless Profit 
Flag and get your share of this business? Bet your 
life you are. Ford replacement business is out of 
the doldrums at last and the sales thermometer on 
Peerless Radiators and Fenders is shooting up the 
tube. Don’t freeze it out. An ample stock of Peer- 
less Radiators, Fenders, Tool Boxes, Tool Kits and 
Radiator Caps will put you on the sunny side of 
this active market where you can smile, smile, smile, 
for Peerless Profits in 1928 will be sure, steady and 
sufficient. 


Stock the PEERLESS Line for 
Quick Turnover and Profit! 


These two Radiators, newest of Peerless 
Products, are hitting the bull’s eye of cus- 
tomer satisfaction. The 98 Tube Tubular 
with its staggered copper tubes anchored 
in brass fins gives a new conception of cool- 
ing efficiency. The Whirlwind introduces 
a new principle of radiation thru the means 
of protruding fins which direct the inrush- 
ing air directly against the water channels. 
Ask your jobber salesmen for full facts 
about these two quality items. 
























Fenders for Ford Cars 1917-1927 
Fenders for Ford Trucks 
Fenders for Chevrolets 1923-1926 











The CORCORAN MEG. Co. 


4915 Section Ave. Cincinnati, Ohio 
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PERFECT ig a 
TEMPER THE BEST 
WHEN YOU 
NEED AN AXE 


GET ANY OLD AXE 










BUT WHEN YOU NEED AN AXE 


TO CHOP WOOD 
THEN GET THE BEST 


KELLY AXES 


ARE 


: THE BEST 


CAPITALIZE ON KELLY PRESTIGE 
STOCK THE FULL LINE 





The merit of Kelly Axes 
extends through the entire 
line of Kelly Edge Tools 





AXES HAMMERS HATCHETS 
BUSH HOOKS GRASS HOOKS SCYTHES 
BROAD AXES PICKS MATTOCKS GRUBHOES ADZES 


Electrotype (one column size) of the above illustration furnished to dealers upon request 


KELLY AXE & TOOL CO. CHARLESTON, W. VA., U.S.A. 
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A tire honestly built 


for honest mileage — and for 


honest profits to the dealer 


OU’LL find that Richland 

dealers “stay put’’ on the tire 
they sell. No switching with every 
selling season. No confusion in 
their minds. 


Because they know that the honest 
mileage built into Richland Tires 
builds trade for them. Experience 
has taught them that Richland per- 
formance on the road, makes firm, fast 
friends of folks who use these tires. 


Richland Tires are built in one of 
the industry’s most modern plants 





—by men who take pride in their 
work—well-paid men who own their 
own homes and drive their own 
cars— men who have been building 
Richland Tires for years. 










You can’t beat tires that are built that 
way—by the finest processes and of the 
finest materials. And you can’t beat 
the Richland proposition to retailers. 





vue 
ores 











If you want to sell tires honestly built 
to give honest mileage and an honest 
profit to the man who sells them, 
write or wire for details of the Rich- 
land franchise. It will interest you. 


< 


wm 


| 
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THE RICHLAND RUBBER COMPANY « Mansfield, Ohio 


RICHLAND TIRES 
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Join the Leaders in the 
Tire Chain Business 


Reduce Your Cash Outlay with 


PYRENE OFr’n‘'On CHAINS 


The Pyrene Manufacturing Company 
were the first Chain manufacturers to 
appreciate the jobber’s and dealer’s prob- 
lem of carrying a tire chain for individ- 
ual tire sizes, and the investment which 
it involved, and the first to offer a remedy 
in a consolidated schedule of sizes of 
nine chains, taking care of seventeen in- 
dividual tire sizes, offering this remedy 





TIRE CHAINS 


Positive Lock—Slip-On Link 








Here is an exam- 
ple of what 
OFF’N’ON Chains 
can do for you. 
Our number 1081 
covers six tire sizes 
for use in 23 cars. 











to the trade for the 1925-1926 season. 


We are still leading in the 1927-1928 - 


season, with eleven chains taking care 
of approximately thirty-three tire sizes, 
each chain in a bag with the tire sizes 
clearly stamped thereon. 

Are you stocking one chain for each 
sized tire, or will you travel with the 
LEADERS? 














Makes Safety Certain 


Pyrene Manufacturing Co. 


Branches: 


ATLANTA CHICAGO 


KANSAS CITY 


SAN FRANCISCO 


Makers of all types of Hand Fire Extinguishers and Chromine Radiator Freeze-Proof 


Newark, N. J. 
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NEW YORK 
Equitable Building 








CHICAGO 
Peoples Gas Building 





me LOS ANGELES ‘ 
Becnent Washington Building DALLAS 
ower Dallas National Bank Building 























NEW ORLEANS ATLANTA 


Whitney Central Building PHILADELPHIA SAN FRANCISCO Healey Building 


Franklin Trust Building Rialto Building 




























SEATTLE 
Skinner Building 













ST LOUIS 
Bell Telephone Building 






CINCINNATI 
Union Trust Building 


At Strategic Centers— A Local Wheeling Organization! 


HEELING “Mine to Market” facilities in- respective territories. Your inquiry for Wheeling 
clude the personal services of experienced Semi-finished and Full-finished steel products, 





steel — in the strategic centers of in- 
dustry from Coast to Coast. Captained by men 
who know Wheeling Steel and Steel Products from 
the ground up, these district offices are of econom- 
ic importance to the businesses they serve in their 


which include Billets, Slabs, a full range of Sheets, 
Rods, Wire and Tubular goods will command the 
immediate attention of the Wheeling office nearest 
you. 

WHEELING STEEL CORPORATION, WHEELING, W. VA. 


WHEELING 
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he largest 
clory in 
world devoted 
lo the manu~ 
facture of 


lar 
Clinch Rivets 


Otpproved 7 


by the keenest 
buying fonken in the country 


LW0O! 


We keep you in mind—and your customers. 
We know quality is the main factor, because 
with that as our ideal, we have become the larg- 
est manufacturers in the world of Tubular and 
clinch Rivets—of quality. Price has our con- 
sideration but not to the extent of ever sacrific- 
ing the smooth, even clinching of our product. 
Accuracy has no price. Well to remember when 
your customer approaches. 


HOUTTTTITT 


TUBULAR RIVET & STUD 
con tte COMPANY 


J. T. MeDEVITT 
Postal Telegraph Building 


S 
O 















































239 West 39th Street, 





“Color in the Home Issue” 


Publication Date—Feb. 9, 1928 


We are witnessing a remarkable renaissance in contemporary taste, re- 
flected dramatically by the movement for an increasing use of color in the 
kitchen and living room. Without retracing the genesis of this startling cur- 
rent trend, it is obvious that it is satisfying a profound hunger for a more 
varied and polychromatic background of living. 


It is a tribute to the acuity and intelligence of manufacturers that they 
have seized upon the expansive selling opportunity presented by this demand 
for colorful kitchen and household equipment and are energetically exploit- 
ing it. 

The hardware merchant will undoubtedly enjoy the largest benefit from 


this movement as he represents the most influential outlet for all kitchen and 
household merchandise which lends itself to a colorful treatment. 


A special cooperative effort in the form of a “Color in the Home Issue” 
will be published by Hardware Age, February 9, 1928. It will consist pri- 
marily of an insert printed in four colors—red, blue, green, yellow—and 
black, on heavy, coated stock. All phases of the color in the home move- 
ment will be treated editorially, and generously illustrated. It will seek to 


cement definitely the opportunity offered hardware merchants. 


Manufacturers are cordially invited to join in this effort. Space is avail- 
able for 24 manufacturers, enabling them to reproduce their merchandise in 
color on insert stock. 


A printed dummy of the editorial section will be mailed to you upon re- 
quest, or if you prefer, a representative will call with it and assist in plan- 
ning your advertisement. 


Advertising Forms Close January 20. We recommend that you give 
this issue prompt consideration to enable us to satisfactorily care for your 
requirements. Wire your reservation collect. 

Rates for Advertising in Color Insert 


$300 per page, including any two of the designated four colors, in 
addition to black. 


$350 per page, including any three of the four colors, in addition i 
to black. 


HARDWARE AGE 


New York City 
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Always Made From Open Hearth Steel 


LookiInc INTo 
THE Future 











The long service that poultry owners get from 
WICKWIRE BROTHERS Poultry Netting is due 
largely to the materials ised in-making it. 


In all of our Poultry Nettmg, as well as all of our 
wire products, we use Open Hearth Steel Exclu- 
sively. This steel is far more rust resisting than 
Bessemer. The good galvanizing adds to this pro- 
tection. 


WICKWIRE BROTHERS 
Hexagon Poultry Netting 


The wire used in this netting is drawn right here in 
our own mills at Cortland. All processing through 
the Steel Plant, Rod Mill and Wire Mill is done 
under our personal supervision. For more than 50 
years WICKWIRE BROTHERS products have 
been known for their unvarying quality. 


All three styles of Poultry Netting, Hexagon, 
Graduated and “W. W.” are furnished either gal- 
vanized before or galvanized after weaving. 

Our Galvanized Poultry Staples are also a quality 
product. 


Your Jobber will supply you. 
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ULUT ET 


STORE EQUIPMENT 








The Detthof Hardware Company of Muscatine, Iowa, is Duluth Equipped 


Hardware Merchandising in 1928 


There is every indication that retail sales in 1928 will exceed those of the past year 
but it will be harder to make a profit. Competition will be keener and margins of profits, 
consequently, smaller. 

It will be a battle of merchandising methods — — 
and the best equipped merchant, who uses his 
weapons intelligently will benefit the most. 


The same proven method that other hardware 
merchants are using to advantage is available to 
you. There is nothing theoretical about the 
“Duluth” System of Merchandising Hardware and | 
the best indication of its value is the results that 
it is producing in hundreds of hardware stores. 
It not only increases sales but enables the hard- 














ware merchant to transact a larger volume of eae SNS LA ee eee 
° ° ° This is the table that is being so universally 
business with a smaller stock and with reduced used by hardware merchants all over the country 
to increase sales and profits. Some report as 











overhead. mach as 40% increase as a result of installing 
em, 
e ° f Bulleti 
The “Duluth” man is an experienced merchan- No it on display’ table merchandising? If not, 
diser and will welcome the opportunity of helping “Brice complete with glass divisions, trays and 
. . > rs, n 
you organize your business to make 1928 your ee es eis dees ee, Dees “Oe 














most profitable year. 
Write us today for our new booklet “Number Sixteen” explaining the open display method as applied 


to hardware. Also the most convenient date for the “Duluth” man to call. His visit will not obligate 
you to buy. 


DULUTH SHOW CASE CoO. DULUTH, MINN. 


Business Analysis Store Planning Installation Sampling 
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Reed and Prince 
wood screws, ma- 
chine screws, cap 
screws and set 
screws. Finished 
plain, nickel, brass, 
copper-plated, 
Sherardized or hot 
galvanized. Also 
stove bolts, sink 
bolts, hanger bolts, 
nuts, rivets, burrs 


and specialties. 

Millions of product 
—aone standard for 
accuracy ana quality. 


Ill REED & PRINCE MFG.CO. 


WORCESTER, MASS..U.S.A. 
f) WESTERN BRANCH arCHICAGO- 121 NORTH JEFFERSON ST. 
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The Perfect Lock Set for 
Bungalow Doors 


This new Pin 
Tumbler Lock 
Set has been 
made especially 
for the modern 
house. 


Beautifully 
finished, and of 
well constructed 
Pin Tumbler 
Mechanism, it is 
an effective lock 
for front doors of 






residences, and is No. 3574 
especially suit- (Illustrated) 
able for thin 

doors. 


Outside—Cast brass grip and plates. 


Inside—Plain brass knob and thumb 
turn. Can also bé had with glass 
knob inside. 


Modestly Priced. 


Set No. 3574. With brass knob. 
Set No. 3574GN. With glass knob. 


The Eagle Quality Line 
Night Latches Cabinet Locks 
Trunk Locks Store Door Sets 


Front Door Sets Padlocks 


Wood Screws 
®ER.1h U, &. PAT. OFF, 


Eagle Lock Co. 


General Sales. Office 
26 Warren St., New York 
*G.INU, & PAT. OF8 
Branches—521 Cemmerce St., Philadelphia, Pa. 
177-179 N. Franklin St., Chicago, Ill. 
114 Bedferd Street, Boston, Mass. 
Works at Terryville, Connecticut 
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SELL NO SUBSTITUTE 


(=) Sferlicas 


‘‘ self-lubricating”’ axle bearing 


guaranteed for the cae at the 
barrow — means longer service 
and easier wheeling. 


No oil service ever needed — permanent lubrication sup- 
—— as smoothly when it is old as when it is new. 
ur customers will get more work out of Sterlings and 
they will cost them less per job. If you have ever sold 
Sterlings you know this —if you have never sold them 
—try them out on your next order—it will pay you. 
































“ Self-lubricating” bearings is but one.of the many res” 

sons why dealers can sell more Sterlin§s*. Write for our 

dealers’ proposition good discounts—good profit— 

extra heavy national advertising. 

Prompt service from factory or branch warehouses at — 
Chicago — New York — Philadelphia — Pittsburgh — 

Cleveland — Detroit — St. Louis. 


STERLIN TAIC TWHERETRARPRAUS COMPANY 
LO NULLLUALUW It UTI 





waukee Wisconsin 

















Myers Self-Oiling Power Pumps have been developed with the 
primary purpose of simplifying power water service—making it 
more dependable and economical. So notable has been their suc- 
cess that the demand for them is world wide. Positive self- 
lubric ation, housed working parts, improved method of power 
application, larger valves, unrestricted water ways and other re- 
finements permit of operation at higher speed with perfect safety 
and increase the volume of water over other types. 
If you sell pumps you will have numerous selling advantages and 
business producing features if you place your efforts behind the 
Myers Line with styles and sizes for service up to ten thousand 
gallons per hour. 
Line up your 1928 prospects for power pumps 
and water systems and place your orders now. 
We are ready to serve you with a line second to 
none to meet your ever growing demand for 
power water equipment. 


Write or wire. 


TH F.E.MYERS & BRO.¢o 


SHALLOW ASHLAND, OHIO. 
OR Manufacturers for over RE PacTORY ome 
CISTERNS ‘ OVS GARAGE nd gman Uno STORE LADDERS Bic. - 
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GRIFFIN No. 550 Wrought Steel 
Chain Bolt is a durable spring bolt 
for fastening top of door. Has de- + 
pendable music wire spring and is Py 
constructed so as to latch easily 
and readily when door is closed. 
Easily reversed, permitting use for 
either right or left hand. Japanned 
or galvanized finish. 
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Additional Wrought Steel Chain and Foot 
ts and Garage Hardware are shown in 
the new catalog of GRIFFIN Hinges— 

& just off the press. 









2 


GNFFIN J 


Manuta Luv 


anes 
IBS 


- ERIE PENN SYLV ANIA 


Branch Bond ORK 45 WARREN STX CHICAGO S 
Offi I IN 124 PEA AN FRANCI 



















rr. 
Wo Matter Where You Are— 








There is a good dealer near 
you who sells 
GENUINE 


ARMSTRONG 


OF BRIDGEPORT, CONN 


PIPE TOOLS 


A For your convenience- andto save you 
: the loss of —~ p y shipsoent — our 
factoty— 2 * ur dealer to buy 
GENUINE ARMSTRONG Stocks 
md Dies. Pi tee Cutters, Hinged Pi 






Reproduction 
of one of the 
Armstrong ads. 
















Mechanies 
to the Nearest Dealer 


Sending 


For more than sixty years, we have had 
just reason to feel proud of the way 
GENUINE ARMSTRONG Pipe 
Tools have stood up under every con- 
dition of service and have saved time for 
mechanics. 


Now we are striving to save mechanics 
more time by sending them to their local 
dealer for these tools, instead of waiting 
for factory shipments. 


Our advertising to mechanics has never 
deviated from this course, nor have 
GENUINE ARMSTRONG Pipe 
Tools ever deviated from their high 
quality. 


Please patronize your Jobber as we de- 
sire all orders to go to him instead of 
coming to us. 


The ARMSTRONG MFG. CO. 


Our Only Addresses 
Main Office and Factory 
BRIDGEPORT, CONN. 


New York Office: 181 Lafayette S1. 





ARM BMC iS TRONG’ 


TER, GAS “> STEAM FITTERS 
TOOLS AND THREADING MACHINES 
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The U. S. Government uses 
Spruce for airplanes because 
of its lightness and strength. 











Babcock uses Spruce for 
Ladders for the same good 
reason. Babcock Ladders 
are SAFE. 


A style for every purpose. 
We pay the freight. 























Write for Late Price. 


W. W. BABCOCK CO. 









BATH, N. Y. 














The Speed King Balloon 
is the finest rubber tired 
skate. Fast, silent and 
comfortable. 

One size fills most re- 
quirements —a_ large 
stock of assorted sizes 
is ufinecessary. One 
size only to stock. 
Adjustable from 67” 
oo: Fi": 

Write for circular 


KOHLER DIE & SPECIALTY CO. 
DEKALB ILL. 


: --2 -= 
Speed ing 
> Py Be: ps 

- Registered U. 8. Patent Office SS 


Trademark of a true quality skate 
















There’s a Mine 


of Information 


vitally-important facts, live mer- 
chandising ideas and sales-produc 
ing methods in HARDWARE AGE 
each week. Make it a habit to read 
your business paper regularly and 
thoroughly. 











Success Lies 
Knowing How 
' Read". 

HARDWARE AGE 


It Tells You 
the How” of Successful 
Fardware Merchandising 


*Study and ab- 
sorb the contents. 
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~~ CHICAGO) CORBIN 
Wood Screws 
Drive Screws 8 
SPRING HINGES Coach Screws : 
Machine Screws 
Set Screws : 
66 39 Cap Screws 
e e ax Saw Screws 
Thumb Screws . 
Designed by Hand Rail Screws 3 
Special Automatic Screw 
° 2 2 2 Machine Products 
Spring Hinge Specialists Ba gp | 
Tire Bolts | 
Hardware dealers will find “Re- peony — 
lax” Spring Pivot Hinges popular Menger Bebe = 
among architects and contractors Machine Sexew Nate = 
because of their proven quality Stove and Tire Bolt Nuts = 
and many desirable features. Semi-Finished Nuts 
Castellated Nuts 
Noiseless operation and spring S.A.E. Nuts 
action release make the “Relax” Jack Chain 
very desirable for Hospitals, Plumber’s Chain 
Churches, Schools, and Residences. Register Chain 
Safety Chain 
The “Relax” permits the door to Furnace Chain 
be placed open at any desired posi- Ladder Chain a 
nay — tion without the use of a door Sash Chain 
Spring Pivot Hinge _ holder. a so 
Speedometers 
ogue H 42 
bh ah ae The CORBIN SCREW CORPORATION 
- ° The American Hardware Corp., Successor 
Chicago Spring Hinge Company, NEW BRITAIN, CONN. 
CHICAGO NEW YORK Warehouses—New York, Chicago, Philadelphia 
U.S. A. Western Factory—Dayton, Ohio 




















The Reputation of 
BROWN & SHARPE 
TOOLS 


for accuracy and reliability 
finds them a ready 
market wherever 
metal is worked 








No. 10 Ball-Bearing 








No. 110 Cone Bearing 
(2-inch wheel) 
lar numbers from a complete line of Ball 
. Cone Bearing and Axle Bearing pulleys. 





VAUGHAN’S Famous SALES MAKER 


The 100B Can Opener— 
Combination Bottle Opener 
and Cor! 


There is nothing else like the ba « VAUGH: 
be par 100B Can Opener. aS i Canney 












GRAND RAPIDS 
ALL ~ STEEL 


SASH PULLEYS 


c 
Grand Rapids Hardware Co. «™ 


is the only can _ opener 
retailing for a dime that has 
been nationally advertised. Over 
thirty million now in use, fold 
all over the world. Its High 
Carbon Tool Steel Blade is 
spring tempered, flexible and 
given a _ remarkable finish. 
ee with costly tubular 
vets, 


tive four-color. sgunter dls- = ney St. eo 
D ay ca in. 8: or atalog pi 4 
Big ae one Sfichigan 4g6® 
NOVELTY MFO co wt gion oF ¢ e 
"cht a ad 





3211-25 Carroll Ave., Chicago, U. S. A. ~ \2 
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Light Electric 
Elevator 


This new eddition to the 
Kimball Elevator li-e is the 
latest development in Light 
Electric Elevators. For every 
type of installation where a 
passenger or freight elevator 
is needed. 


Write for prices---You will 
be‘interested in the many of 


prawn THE C({(0) UNIVERSAL 
n "BRO s eee, 


ence to operate, with a reputation established by conclusive test 
( ‘O and popular approval, this machine stands ready to supply cut 
e 











. | —“Number, please?” 
—““‘Yes, that’s all that’s required to cut 
iia a perfect key on 
: v 








automobile keys by number from code at a moment’s notice. 


1117-418. Ninth S Full information upon request. 
Council Bluffs, lowa 





Fitehburg, Mass., U. 8. A. 


Manufacturers of Cylinder Locks, Padlocks, Inside Door Sets, Glass 


Elevator Builders fer 45 Years Knob Sets, Key Blanks, Auto Switch Keys, Hardware 
Specialties, Key Cutting Machines, Etc. 
























































: Hardware Age Verified List 
233 OF WHOLESALERS AND RETAILERS 


$33 CONTENTS 
: Wholesale Hardware Houses in United States, Canada and 
Foreign Countries. 

Retail Hardware Stores in United States, Canada and 
Foreign Countries; also General Stores, Lumber Yards, etc., 
handling hardware. 

Chain Hardware Stores in United States and Canada. 

5c, 10c and 25c Syndicate Steres carrying hardware in the 
United States and Canada. * 

Department Stores carrying hardware and housefurnish- 
ings in the United States. 

Manufacturers’ Agents in United States, Canada and 
Foreign Countries. 

Automobile Accessories Jobbers. 

Mill, Steam, Mine and Machinery Supplies Dealers. 

Export Merchants handling hardware and kindred lines. 

Sporting Goods Wholesalers. 

Mail Order Houses handling hardware and housefurnishings. 

Woodenware and Willow-ware Wholesalers. 

Paint, Oil and Varnish Jobbers. ‘ 

Radio and Electrical Goods Jobbers. 

Plumbers and Tinners Supplies Jobbers. 

Membership Lists of Hardware Associations. 
Hardware Age Verified List of Wholesalers and Retailers is indis- 
— in, economic direct-by-mail motion work and also a 

pful guide for salesmen’s calls. sales manager should 
have one on his desk, and every salesman could profitably carry 
a copy in his grip. Since the previous issue was published there 
have been more than 10,000 additions and corrections, and these 
all appear in the current Eighth Edition. 


Hardware Wholesalers find Verified TAst of great value in 
“‘ohecking”’ their retail prospect records. 


$12.00 postpaid 
Hardware Age Verified List Department 
239 W. 39th St. New York, N. Y. 









































“Seeing Is Buying” 


It is hard for a dealer to buy 
Fly Screen Cloth from a 
photograph or illustration—a 
little retouching works 
wonders. 


We prefer to send you sam- 
ples cut from regular stock 
—then you can see and judge 
for yourself why SPARGO 
orders keep us busy the entire 
year. 


SPARGO WIRE CO. 
Rome N. Y. 


Tit 
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Extra Heavy 


Strong, Durable Clamps 


These Malleable Iron Clamps are 
built exceedingly rugged with extra 
strong frames. They grip and hold 
and last because the materials used 
are the quality kind. 


A quarter turn of the bolt to the 
Left in the Adjustable Clamp moves 
the bolt its full length im or out. 
Turning the bolt to the Right op- 
erates it the same as any other screw. 


Also Spring Bottom Oilers equally 


H. P. dependable. 


Screw 
Send for Trade-prices. 


Malleable Iron, Vanadium Iron and Low 
Carbon Steel Castings to order. 


MALLEABLE IRON 
FITTINGS CO. 


Branford, Conn. 


soso 


Builder’s Clamp 





Adjustable 





re) eee r= ee6 
They | © 
Are |0 oo) Are 

the Best | © the Best 























Millions 
and Millions 


Of People Are Pushing 


BOMMER SPRING HINGES 


When Opening Doors 


Follow 


the Line of Least Resistance 


Stock and Push Them 


Bemmer Spring Hinge Ce., Breoklyn, N. Y. 
































SHARK BRAND CHISELS 


Manufactured by 
E. A. Berg Manufacturing Co., Ltd. 
ESKILSTUNA, SWEDEN 


BEAR THIS TRADE MARK 


Trade ee Mark 


gy SHARK BRAND CHISELS, made 
from the finest Swedish charcoal 
steel, are sturdy and well made and 
craftsmen and lovers of good tools 
appreciate their quality. 

Because of their reputation as de- 
pendable tools, they sell with little 
effort, which means sure profits to 
you. 














Butt Beveled Edge, Regu- 
lar Beveled Edge, Socket 
Chisels. 


We carry a full line of 
SWEDISH Made TOOLS and HARDWARE 


Order from your jobber today, or write 


SCANDINAVIAN 
WESTERN IMPORTING COMPANY, Ltd. 


107-109 Lafayette St., New York 
509 £. Hennepin Ave. 304 Railway Exchange Bidg. Coristine Bidg. 
Minneapolis, Minn. Seattle, Wash. Montreal, Can. 





aT) 





an82°} 

















Business Building Store Fixtures 


There is no more potent weapon known to the hardware trade for 
the independent dealer to meet and conquer competition tham 
Heller display cabinets—and merchandise tables. The prosperous: 
New Jersey store shown above installed Heller Pivot door wal 
cabinets and Heller Masterpiece display tables about a year ago- 
and has increased its sales steadily ever since. Heller equipment 
will help you, too. Our suggestions place you under no obligation. 
Write either address. 


W Cc Heller & Co 700 Bryant St., Montpelier, Ohio 


20 Vesey St., Suite 500, New York City 
Send details and prices on items checked— 


Penn. Metal -— Displa: Tool Display Door Complete Store 
Ogew Rack geice Tabtes Oxangers [Cabinets © Equipment 
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American Steel & Wire 
Company of 
CONSTRUCTION 


_ the new SNELL Construction Bit 
Shiffer- stronger - Lougher 


Write today for illus- 
trated folder and 


price list on this fast 
selling item. ; 
Snell Manufacturing Company, Fiskdale, Mass. 


Sales Representatives : 
John H. Graham & Co., 113 Chambers St., New York City 


















eae 


DIAMOND 
WRENCHES 


are Drop Forged Steel 


Scientifically hardened and 
“ drawn in oil. Jaws like 
a cold chisel. For heavy 
constant garage and shop 
use. The most complete 
line of adjustable wrenches 
made. 


DROP FORGED 
STEEL CLEVISES 


Sizes 3% and 4%. For Wagons, 
Implements, Tractors or Trailers. 
Drop forged from special analysis 
steel and heat treated to insure 
great strength and long wear. 


Write for catalog. 


Diamond Calk Horseshoe Co. teu Man”” 














Drop Forged 


















When your customers de- 
row mand the best in barb wire 
WAKES at the lowest cost you will 





find that American Steel 
& Wire Company brands 
successfully meet their re- 
quirements. 

Great tensile strength, 
extra heavy galvanizing, 
regularity of twist and 


—— standing features of the 


| 













firmness of barbs, are out- Profitable 

following brands: ZZ Z Sales 
Baker Perfect Russell Jennings Mfg.Co. 
Waukegan i Chester, Conn. 21-132 





Ellwood Glidden 
Ellwood Junior 
American Special 





om American Glidden 
S Pt Lyman Four Point 


Write for catalog and prices 








will please your customers, as well as eur 
Oval Punches. 


Round 
Remember we have had one hundred years of successful mans- 
Sales Offices; Chicago, New York, Boston, Atlanta, Birmingham, Cleveland, facturing experience, employ only skilled workmen an4é wee the 
Worcester, Philadelphia, Pittsburgh, Buffalo, Detroit, Cincinnati, Baltimore, finest quality of materials. 


American Steel & Wire Company 


\Wilkes-Barre, St. Louis, Kansas City, Minneapolis-St. Paul, Oklahoma City, 
“Memphis, Dallas, Denver, Salt Lake City, *San Francisco, *Los Angeles, Write for Cataleg. 
*Portland, *Seattle. . 8. OSBORNE & CO., NEWARK, N. J. 
*United States Steel Products Company. ESTABLISHED 1826 
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The Hose Is Not Always to Blame! 


Leaky garden hose can often be traced to the fittings—im- 
proper couplings or carelessness in clamping play an impor- 
tant part in the life of a garden hose. 

Sherman Wrought Brass Fittings are the standard mainstay of dis- 
criminating dealers. Permanent, rust-proof and of the highest quality 
material. They offer longer wearing features. When you sell hose 
sell Sherman Fittings. They cost no more. 


Sherman Hose Couplings. The best that Sherman Heavy Wrought Brass Clamps. 
can be made. Of fine appearance with The Genuine. Rust-proof clear through. 
No other material will last on hose like 











accurate machine cut threads and deep ; 
A ; ; brass. Sh Cl 
clean corrugations. Made in %—%4—% iin. en ie pny oy ‘ous 
and % inch sizes. purpose and any size. 
H. B. SHERMAN MFG. CO. - BATTLE CREEK, MICH. (Patented) 


(Patented) 


IMPROVED DOOR CLOSERS 
Robertson “Horseshoe Magnet” Hammer B.K. S. 


These powerful hydraulic door 

























THE HAMMER closers are easily adjusted for 
HOLDS quick or slow closing. Made in . 
57 six sizes, to fit and operate all 1 
THE oors. trong an handsome = 
in appearance. a 

















Guaranteed Satisfaction 


; Talat ha) 









The best permanent magnet hammer on the market. and Bigger Profits 
A PRACTICAL AND SUPERIOR TACK HAMMER for Dealers B.K.S 
FOR USE IN MANY TRADES AND IN THE HOME. You will find them exactly o EGUSPAT OFF’ © 


as represented and rapid 
Awarded Silver Medal Panama-Pacific Exposition. sellers because lower in 

price. Fine bronze finish. 
Parts and brackets always 



















Name and design trade marks registered U. 8. Pat. Off. in stock, Send for Cata- 
ARTHUR R. ROBERTSON, 94 Portland St., Boston, Mass. og and Discounts, 
Sole Manufacturer live representatives 
United Hardware & Tool Corp. 
72 Reade Street, N. Y. City 
ce WILLIAM FLEXIBLE RUBBER TUBING See 
R 
( FN en ' TACKING FLAP that hole! 
: “SUPERRENCH™ e 
(Chrome-Molybdenum) L ™ METICNT W th ‘ 
° ewood MOISTURE-P! ea erstri 
Thin heads, Narrow, pipes P 
i A The hole forms an air-tight cushion when doors or 
pointed jaws. 6 Patterns. windows re closed against it. Wind, rain, or dust 
cannot get in. 
Made of iall ed her-resisti bb: 
GUARANTEED that won't freeze harden, , crack. Lasts for years. 
AGAINST BREAKAGE. Packed tn’ cnttons of 100 ft. and om socks of 300 Fe 
Sold at any length, cut from reels, at 7c. per foot. 
J. H. WILLIAMS & Co. Send for Samples and Prices. 
a? > 
Obstruction “The Wrench People” The Lakewood Rubber Products Co. 
Pattern New York BUFFALO = Chicago 6927 Carnegie Ave. Cleveland, Ohio | 




















If You Can’t Talk to Them—“Make Signs” 


Good window and store signs do more than attract customers—they describe the 
goods, tell the prices, direct attention to special sales and events, and usually lead 
up to personal contact with people, many of whom are hard to reach by other methods. 
The quickest, simplest and easiest way to ‘‘Make Signs’’ is with ‘‘The STENCILOR,” 
here illustrated. It makes signs that TALK when you can’t; and anyone can use it 


without previous sign making experience. 
Send for Sample Signs and Full Particulars. 











We will exhibit the STENCILOR and prove our claims at the 27th Annual Conven- 
tion & Exhibition of the Pennsylvania and Atlantic Seaboard Hardware Association, 
Ine., at the Philadelphia Commercial Museum, Feb. 13 to 17, 1928. 


TERRITORY OPEN FOR RESPONSIBLE SALBS AGENCY. 


DISPLAY MATERIAL COMPANY 
774 Grand Ave., ST. PAUL, MINNESOTA 


Eastern Agents: DISPLAY MATERIAL CO., 191 Pearl St., 
New York, N. Y. 


Canadian Agents: DISPLAY CARD COMPANY, LTD., Brockville, Ont. 





For Making Signs and Show Cards 
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Classified Opportunities 








Classified Advertising Rates 


Opportunity Exchange Section 1 inch 





f Use the “Classified Opportunities Section” to reach Hardware Manufacturers, , 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 
BOXED DISPLAY RATES 


er 


Positions Wanted Advertisements 
50% off rates quoted ) 


Address your advertisements and replies to 
Hardware Age, Classified Oppor- 








Set Solid, Minimum of 5 lines... .$3.00 


Each additional line........... - 60 
All Capitals, Minimum of 5 lines.. 4.00 
Each additional line.......... - £0 


Average 10 words to a line 
Allow One Line for Keyed Address 








Discounts for Classified Advertising 
4 insertions, 10% off; 8 insertions, 15% 
off 
Remittance Must Accompany Order 


Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not 
be addressed to box numbers. 


tunities, 239 West 39th St., New 
York City 


Harpware AGE is published each Thursday. 


Forms close Nine Days previous to date of 
publication. 

















BUSINESS OPPORTUNITIES 


SALES ACCOUNTS WANTED 





VALUABLE INVENTION—HAVE PRACTICAL CHEAP can-opener, 
patented in U. S., Canada and foreign countries. Want reliable agent to 
interest manufacturers. Don’t apply without giving reliable references 
and facts showing ability and opportunity to connect with manufacturers. 
Best references will be given. Address Box H-816, care of Harpware AcE, 
239 W. 39th St., New York. 





, ‘ : : ; | 
Group of hardware retailers located in middle western city desires | 


Are 


manufacturing connections in various lines for collective buying. 
Box 


incorporated and financially responsible. For further details address 
7259-A, care of Harpware Ace, Otis Bldg., Chicago. 





A 35 YEAR ESTABLISHED HARDWARE STORE on the main 
street in Washington for sale. I carry a stock between $25.000 and 
$30,000. Will sell the lease and get a renewal of same. Address Box 
H-814, care of HARDWARE AGE, New York. 





OLD ESTABLISHED WHOLESALE AND RETAIL hardware store 
Eastern Pa. City; earned fortune for owner now retiring. Experienced 
opening. Price approximately $45,000. Address Box H-825 care of 
Harpware Ace, New York. 





Salesman of 12 years experience desires one or more lines of merit 
for Retail Hardware, Furniture or Dept. Store Trade in Louisville, 
Central Kentucky and Southern Indiana. A-1 references from Jobbers 
and trade as to character and ability. Age 31, single. Address Box 
H-819, care of Harpware Ace, New York. 





EXPERIENCED SALESMAN WILL COVER State of Ohio; beginning 
April Ist; calling on hardware and department stores, and has opening 
for several good‘ lines of hardware, housefurnishings or electrical appli- 
Meee y gy Catalogs. Address Box H-826 care of HArpware AGE. 
New ork, 





Experienced salesman with fine connection, calling on principal hard- 
ware dealers throughout New York State, Pennsylvania, Ohio and West 
Virginia would like to hear from Manufacturers desiring representation 
- ——— basis. Address Box H-822, care of Harpware AGE, 
New York. 


SALES REPRESENTATIVES WANTED 








New building on best corner in_town. 


FOR SALE Stock of hardware. 
Farrar, 


Three pump filling station. Will lease or sell building. C. F. 
The nchester Store, Jonesville, La. * 


HELP WANTED 








line to travel all over 


Experienced salesman in hardware and_ tool 
Address Box 


states. Imported lines. State exnerience, particulars, etc. 
H-821, care of Harpware Ace, New York. 





WANTED: A HIGH GRADE SALESMAN 


By an eastern company manufacturing products for hardware and 
miscellaneous manufacturers. Chicago territory, including parts of 
Illinois. Ohio, Indiana, Iowa, Wisconsin, and all of Michigan. To 
obtain attention, applicants must state age, experience, and compen- 
sation required. References will be required after satisfactory inter- 
view. Address Box H-824, care of HARDWARE AGE, New York. 





~— 











POSITIONS WANTED 





Hardware Man—1J2 years retail’ experience, knowledge shelf and builders’ 
hardware, tools, paints, plumbing and electrical supplies, desires permanent 
connection with opportunity for advancement. Can take complete charge 
of builders’ hardware department, blue prints, specifications, etc. Married 
and reference. Address Box H-815, care of Harpware Acre, New York. 





BY HARDWARE SALESMAN, WHITE, MARRIED, age 36, 7 
years experience selling; managed store 5 years; years university 
schooling; technical knowledge of paints and painting; seeking permanent 
location; can furnish references as to ability and character. Address 
Chester Montross, Hoopeston, Illinois. R.R. No. 4. 


Reliable cabinet and builders’ hardware manufacturer with well estab- 
lished Business in Missouri, Nebraska, Kansas, North and South Dakota, 
Wyoming, Utah, Colorado, wants one representative for that entire terri- 
tory on commission basis, with drawing account, unusual opportunity, 
high class experienced builders’ hardware salesman acquainted with retail 
and jobbing hardware trade in that section preferred. Give references 
and full details in first letter, replies held strictly confidential. Address 
Box H-820, care of Harpware Ace, New York. 





Reliable cabinet and builders’ hardware manufacturer with well estab- 
lished business in Indiana, Tennessee, West Virginia, wants representative 
on commission basis with drawing account, experienced builders’ Hard- 
ware salesman acquainted with retail and jobbing hardware trade in that 
section preferred; give references and full details. Replies held strictly 
confidential. Address Box H-818, care of Harpware Ace, New York. 








EXPERIENCED MANUFACTURERS SALESMAN CALLING on 
the hardware jobbers for years, vast acquaintance, employed, but desires 
to make new connection. Successful record, best of references available. 
Present headquarters, Minneapolis. Commission or salary. Address Box 
H-811, care of Harpware Ace, New York. 





Salesman desires connection with manufacturers of Mechanic Tools or 
Hardware, preferably in New York and Pennsylvania terri . fifteen 
years’ experience. Al reference. Address Box H-806, care of Harpware 
Acz, New York. 





POSITION WANTED IN HARDWARE STORE in small city or 
town, by experienced man, Michigan preferred. Can do anything and not 
afraid of work. Address “Hardware,” 6750 Vinewood Ave., Detroit, Mich. 





INDUSTRIOUS CAPABLE EXPERIENCED hardware and _ mill 
supply man, age 27, with sales department experience, desires change 
A-1 references. Address Box H-817, care of Harpware Acre, New York. 











SALESMAN CALLING ON JOBBING and RETAIL TRADE to 
handle E-Z screen and door hinge, distinctly different. Commission basis 
only. Territories open, Metrovolitan New York, Southern States and 
States immediately West of Mississippi. THE MASTER PRODUCTS 
CO., 6410 Park Ave., Cleveland, O. 





Salesmen wanted to sell a unique line of unfinished wooden novelties 
as a side line to stores who sell paints and lacquers. Big commission. 
State trade and territories covered. Address Box H-823, 
Harpware Ace, New York. 


care of 





COMMISSION SALESMEN IN EACH STATE for manufacturer of 
covered and houses 


hand tools and hardware specialties. Advise an 
represented. Address Box H-638, care of Harpwarz Acz, New York. 





To sell Better Built Porch Swings to Hardware Stores. Department 
and Furniture Dealers. Columbus Swing Co., Columbus, Ohio. 
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Classified Opportunities 





SALES REPRESENTATIVES WANTED 


SALES REPRESENTATIVES WANTED 





WANTED—Reliable salesman now calling on the Hardware and Furni- 
ture trade to sell a very popular full porcelain coal range. Price reasonable 

and big repeater, Territor So Michigan, Pennsylvania, Virginia 
West Virginia, North and South rolina, commission. ROCK 
ISLAND STOVE COMPANY, Rock Island, iit 





WANTED—Hardware and Sporting Goods salesmen of mechanical 
ability to call on retail trade in eastern territory. oar ge | line — 
Pressure Stoves, Camp Stoves, Water Heaters, Radiant Heaters, La 
and Lanterns. Must give Bond and drive own car. Address Box H-7 
care of Harpwarz Acs, New York City. 





SALESMEN—HARDWARE—We need experienced men, who are now 
selling hardware retailers and industrials, to carry Tyrod Hammers and 
Hatchets on a liberal protected commission basis. Write qualifications 
and territory you now cover. American Hammer Corporation, 10 West 
47th Street, New York. 





MANUFACTURER BUILDERS’ HARDWARE has an . gro for 
representative in territory comprising Florida, Alabama and southern 
rgia. Prefer one et out of Jacksonville. In reply, state houses 
represented and lines carrie Address Box H-813, care of Harpware 


Acs, New York. 





MANUFACTURERS REPRESENTATIVES CALLING on Wholesale 
Hardware, also, Furniture Manufacturers in the State of New York, (ex- 
cept New York City) by Manufacturer of fast selling, all year around 
roduct. State of Pennsylvania also open, except Pittsburgh. Address 
ox H-827 care of Harpware AcE, New York. 





MANUFACTURERS of full line of Enamels, om py and Cleaners 
want local —— in all important cities, to call on Hardware and 
Automobile trade. State experience, lines handled, and territory covered. 
VELVET SPECIALTY CO., INC., 2214 Livernois’ Avenue, Detroit, Mich. 








eae 
— 


HARDWARE AGE exe 


WHERE BUYERS and SELLERS MEET 


es Onan lp 

er a position, or to secure sales representatives or a sales account 
look over the offerings in the Opportunity Exchange section of 

Rerdware Age. If you don’t see just what you want, ask for it as 

there is always some one who will be interested in your proposition. 

Rates on request. 
portunity 
ange Dept. 


Hardware Age is the 
authoritative national 
hardware paper and is 
read by dealers and 
jobbers in all sections 
of the country. 


239 W. 39th Street, New York 











Looking for a Hardware Store? 


place to find -one is in the “Classified 
| a RE a Section” of this paper. 


Se re Oe, Sc a ee aoe te 
po nega sure to secure Lee 
ness at a fair price, or better con, jet the — 
know the kind of a store you are looking for. 


ARMSTRONG BROS. Pipe Vises 
Make Fully Satisfied Customers 


Highest quality materials, superior design, 
excellent work Longest lasting 
vises made. Write for new Catalog. 


ARMSTRONG BROS. TOOL CO. 
314 N. Francisce Ave., Chicago, U.S. A. 











Plain or enameled 
in colors 


STRATTO 
HANDLES 


For Small Tools, Utensils, Blectricel Goods, Bite. 
Enameling, both beked and oir dried. 


STRATTON MFG. CO. Stratton, Maine 





Get Your Seed Department Ready 


Now is ‘the time to start making friends 
with attractive display cartons of Landreth’s 
Garden and Flower Seeds. Make up a list 
and let us quote you on our tested seeds and 
Mixed Lawn Grass. Be sure of your stock. 


D. Landreth Seed Co., Bristol, Pa. 














Seymour Smith “Handy Grass Shears” 


A complete line of 





Grass Shears, D. Maydole, 1843 
Pruning Shears and 
Tree Pruners. The popularity of Maydole Hammers among Carpenters, 
ABSOLUTELY Machinists and Mechanics attests the fact that we've 
GUARANTEED maintained the standard set by the founder of this 
Bend for New business over 80 years ago. 
Manufactured by Catalog. 
SEYMOUR SMITH & SON, INC., Oakville, Conn. ee ee a 
Sales Representatives: John H. Graham & Co., 113 Chambers 8t., New York 


“I Make the best Hammer” 




















Ask your jobber for 


CALDWELL SASH BALANCES 


Thirty-five years of service is assurance 
of quality 


CALDWELL MFG. CO. 
52 Industrial St. Rochester, N. Y. 








Welding Compound is best by every 


test. Makes welding of any steel as 
easy as Iron. Stock it and increase 
your sales. 


Made only by 
ANTI-Borax Compounp Co, 
Fort Wayne, Ind. 
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MILBRADT 
LADDERS 


Will pay for themselves in a 
short time by enabling you 
to wait on more trade, save 
the wear and tear on your 
fixtures and goods, as well 
as bring the appearance of 
your store up to date. 

Write for catalogue show- 
ing a large number of styles 
suitable for all kinds of 
shelving. 


Milbradt Mfg. Co. 
2411 N. 10th St. 








FOSIERG 


Personal LER Ss 


Two big plants, one in Cleveland 
and one in Chicago, assures 
prompt service to all sections 
of the country. 


The Foster Bolt & Nut Mfg. Company 


CLEVELAND CHICAGO 
Union Ave. and E. 72nd St. 6240 te 6265 West 65th St 
Telephone Breadway 640 








NE of the oldest and best known trade- 

marks in the hardware field. The “Cleve- 
land” Grindstone trademark still represents 
the best grindstone selling opportunity in the 
field. 


THE CLEVELAND STONE COMPANY 


CLEVELAND, OHIO 
283 Front Street, New York 
Lombard & Co., Inc., Boston, Mass.—New England Agency. l| 
= = —S== 





——s 


; 


The Original 


Strong Glass Heads 
Sharp Stee! Points 


Moore Push-Pi 


To Hang Up Things 


27 Years Nationally Advertised 
Used in Homes Reorieatenre 


Moore Push-less Hangers 


For Heavy avy Pictures, Ete. 





No. 24 No.25 No. 27 





Moore Push-Pin Co. 
(Wayne Junction), Philadelphia, Pa. 








Handy 10c Pkts. 
Send for illustrated 
folder and Price List 
including Thumb- 
tacks, etc. 
able. Rind nd That a7 








ZEN TIRE 
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To provide adequate st 

shelf stock—to make it pose ad con 

venient for clerks and stock men to handle with 

absolute safety—to insure quick service for whole- 

sale or retail trade — install one or more 
MYERS NOISELESS TIRE STORE LADDERS. 
Deep tread steps, full length hand grips, rubber tires, 

overhead track system, firm 
ff] eliminate vibration and noise and produce a ladder 


My Te sghcngr warhoree o- convenience and 
/f, 





ANCHOR 
All Steel 


TRUCKS 


Your customers will welcome an intro- 
duction 3 on Eo Made in all 
types and : 
1 
den your jobber or complete name 
Anchor Post Fence Co. - 
9 EB. 38th St., New York, N. Y. 
Branch Offices in Principal Cities 
STRONG as steel 
LIGHT as wood 





SAMSON CORD. AGE WORKS 


BOSTON, MASS. 


SASH CORD 


SAMSON SPOT, PHOENIX,and SACHEM BRANDS 


Clothes Lines, Masons’ Lines, Shade Cord 
Awning Line, Dumb Waiter Rope, etc 


Send for catalog and 


BRAIDED CORDS - 


samples 


COTTON TWINES 














“LENOX” 


HIGH SPEED 





SERVICE 
DISTINCTION 


QUALITY 
UNIFORMITY 








LENOX! 


HACK SAWS 
“The Toots in Lhe Plaid Bor” 


AMERICAN SAW & MFG. CO. SPRINGFIELD, MASS. 


HACK SAWS - BAND SAWS — SCREW DRIVERS - GLASS CUTTERS 


























HARDWARE AGE for JANUARY 19, 1928 


Another fast-moving 


COMPLETE ACCESSORY CATALOG ON REQUEST 








HARDWARE AGE for JANUARY 19, 1928 








Now Your Own Catalog 
To Merchandise For You 


A Service That Brings Your Store to the Customer’s Home 
: OUR SPRING MAKE IT EASY TO BUY 


You have often wished you could afford to mail your 
customers your own neatly compiled catalog, bearing your 
own firm name and attractively displaying your seasonable 
merchandise, as do your large mail order competitors. Until 
now the high cost has prevented you from using this valu- 
able method of bringing your store to your customer’s 
home. 














We have efficiently served the retail hardware trade for 
71 years and are convinced that the greatest sales promo- 
tion work we can do is to furnish the retailer such a service. 


One year ago we inaugurated this service at a price any 
dealer can well afford, made possible only by large volume 
printing. It has been thoroughly tried and is endorsed by 
hundreds of dealers. These catalogs are carefully com- 
piled to fit every hardware stock. 


This service provides four 32 page catalogs a year in 
seasons: Spring, Summer, Fall and Winter, showing a 
large portion of your most staple merchandise. We sub- 
mit a sample copy in which are shown our suggested retail 
prices, but which are subject to your changes. You make 
all prices fit your individual stock in this sample copy and 
return to us for printing. 


This service is available on exclusive contract at a very 
low cost. If desired catalogs are mailed from this office 
without charge for addressing, folding, stamping and mail- 
ing to your mail or box holder list. The postage rate is 
le per copy. 





TO GET THIS EFFECTIVE PLAN WORKING 
FOR YOU MAIL COUPON TODAY. CONTRACTS 
MADE ANYWHERE IN THE UNITED STATES 








REGISTERED 





eens hee eee ee 


Richards & Conover Hardware Co., 
Kansas City, Mo. 


Gentlemen: 

Please send sample catalog and full 
particulars regarding this dealer service 
--without obligation. 




















